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and they all agree 


are fine shoes 











No. 1033 


Patent Leather 
Swivel Strap 
In stock 
6% to 8, Bto E 
81, to 12, AtoE 
12%, to3, Ato€E 
3, t0 6, Ato E 














A complete line of children’s 
shoes — Quality Crafted and Styled to 
excite children of all ages. 










No. 9686 


Brown and White 
Saddle Oxford 
In stock 

3 to 6, Bio E 
6% to 8, BtoE 
8, to 12, AtoE 
12% to 3, Ato€ 
3% to 6, Ato D 
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These shoes featured in 


FOR CHILDREN OF ALL AGES 


April issue of Parents Magazine 








THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN 
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AMERICAV GIRL 





business 
in 
itself 


THE ONLY BIG BRAND IN THE BIG °6.99 TO °10.99 MARKET 


American Girl’s (1) profit-ability accounts for why more and more stores are setting up (2) separate 
American Girl departments within the shoe department. American Girl has a (3) proven record of high 
turnover, (4:) low rate of markdowns. With broad and effective and consistent (5) national advertising, 
and (6) a big in-stock department to back the retailer, (7) American Girl has everything plus a complete 
line with which you can do a bigger and better business. 


“A UERICAW GIRL oe 


the American Girl Shoe Co., 288 A Street, Boston, Massachusetts, a division of Consolidated National Shoe Corp. 
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“LEVOR WHITES Are in Shoes That Set the Fashion 


EL 
WHITES T 
WHITES” 


KID, CABRETTA, 
CALF & KIP 


It is significant that makers of top-bracket women’s 
shoes, who have to be most selective in buying upper 
stock, are consistent users of LEVOR white leathers. 
“THE WHITEST WHITES” strengthen selling 
appeal at any level of shoemaking. They contribute 
immensely to the recurrent favor smart women show 


for dressy, immaculately-white footwear. 
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CASCADE CALF 
a supple ‘‘hand”’ 
bio] mm otolashicla ae bi-lons 





distinctive touch that spurs sales upward sawiddenedbhatsasinies 


All in favor of sales, say “Cascade Calf.” For this superior tannage is supple and 


satin-soft, with a good “hand”... lends itself to fine detailing... shrugs off GALLUN 


the ravages of wear and weather...and molds gently, but persistently, to contours LEATHERS 


of the foot. Little wonder its presence in a shoe means sales for you. ; WW, 
: Catt 


A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin StAMDARDS OF EXCCLLCECE 


Rn £100 YEARS. A MOST FTRUVUSTED NAME 
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“Now more 


rN 


NEOLITE HELPS SHOES 
LOOK BETTER... 
WALK BETTER... 


: Helps them 
SELL better, 


= 


OLITE SOLES and HEELS - 
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than ever NEOLITE can 
boost your sales!" 


IT’S BECAUSE THE VALUE OF NEOLITE KEEPS 
GROWING AND GROWING—MILLIONS ASK FOR IT 


Because they’ve been tops in quality, year after 
year, NEOLITE Soles and Heels are the most famous 
in the world. That’s why they add tremendous sales 
appeal to new shoes. Shoppers know NEOLITE, have 
confidence in NEOLITE, ask for NEOLITE! 

Right now, NEOLITE fame and quality are boosting 
sales for dozens of top lines of men’s, women’s and 


MADE 
ONLY BY 


MEOLITE, AN ELASTOMER-RESIN BLEND, T 
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, 
Stva ase 


THE GOODYEAR TIRE & RUBBER COMPANY, AKRON, OMIO 


children’s shoes. Best-selling brands sell even better 
when they feature NEOLITE! 

. * * 
Get all the facts and judge for yourself what NEOLITE 
can do for your sales. See your Goodyear Representa- 
tive. Or, if you prefer, write to Goodyear, Shoe 
Products Division, Akron 16, Ohio. 
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GooD “YEAR 





his virtuosity in The Vamp pattern 


Wade ea ee: 
on his Stradivari last. \ . = 
f 


— Ch ry, 


Appropriately, the shoe comes to a point, 

as would be formed by the strings passing over the bridge of a violin. 
Illustrated in HUBSCHMAN’S CALF... a two-tone combination 

of #3391 Seaweed with Black Glass collar and flying V insert. 
Available also in other beautiful Hubschman colour combinations 


... by Stanley Philipson (Mr. Stanley, Inc.), Brooklyn 6, New York. 


E. Hubschman & Sons, Inc., Philadelphia 23... Fashion Office: Empire State Building, New York I 
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Traffic, Pace of Buying Surprise PPSSA Exhibitors 


‘Hot Items’ Lead; 80% of Producers Raise Some Prices 


NEW YORK—The Popular Price 
Shoe Show took several surprise 
turns. It was thought beforehand 
that the show might be on the quiet 
and inactive side. Quite to the con- 
trary, traffic—particularly on the 
first two days—was substantially 
above expectations. And to even 
greater surprise—so was the buy- 
ing. 

Buying, however, assumed a 
somewhat unusual character. Much 
of it was concentrated in ‘“spe- 
cialty’ buying or spot buying of 
“hot item’ shoes. With the early 
Easter date, March 29, most of the 
pre-Easter or early spring shoes 
had been ordered prior to PPSSA 
time. Nevertheless, a substantial 
amount of fill-in and last-minute 
buying, particularly of specialty 
items, was registered. 

The PPSSA theme for this par- 
ticular show was also unusual. 
Bypassing concentration on _ pre- 
Easter selling and promotions, the 
show set its sights on what it 
termed uniquely as the “second 


spring season” —defined as from 
Easter to mid-June. Thus, a short 
pre-Easter selling period means a 
longer post-Easter selling period, 
the “second spring.” And this sec- 
ond spring, said PPSSA spokesmen, 
requires shoes of different classi- 
fications—lighter and brighter col- 
more opened-up shoes, and 
other types more adaptable to the 
warmer weather of later spring. 


ors, 


Breakfast Stresses Theme 

This same theme was strongly 
emphasized at the PPSSA Industry- 
Breakfast by volume shoe fashion 
leaders. 

Many manufacturers came into 
the show virtually sold up for pre- 
Easter deliveries, and many others 
arrived at the same position as the 
show closed. 

A “price nervousness” 
dent in many places, among buyers 
and sellers alike. Whereas fewer 
than half of the manufacturers had 
come into the National Shoe Fair, 
with higher 


was evi- 


five weeks earlier, 





Apply Supermarket Techniques, Retailers Are Urged 


NEW YORK—By employing cer- 
tain principles and techniques used 
successfully in supermarkets, U. 3. 
retailers could increase their busi- 
ness next year between 15 and 25 
per cent in a period of three to six 
months. 

The head of a marketing and sales 
management consultant firm voiced 
that claim in a speech before 700 
shoe industry leaders at the Popular 
Price Shoe Show breakfast. Stanley 
Arnold, president of Stanley Arnold 
& Associates, spoke at the Hotel 
New Yorker. 

Mr. Arnold, former sales promo- 
tion head at Young & Rubicam, third 
biggest U. S. advertising agency, 
and for 17 years vice-president of a 
Cleveland supermarket chain, said 
in support of his claim: 

“Surveys by the Supermarket In- 
stitute show that 42 per cent of su- 
permarket purchases are made on 
impulse.” 
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Such markets, he pointed 
have. developed ways to stimulate 
impulse buying—techniques which 
can be applied by other retailers, in- 
cluding shoe stores. 
Mr. Arnold listed and explained 
11 suggestions for retail merchants: 
© “Appeal to the customer's sense 
of self-gratification, of self-reward, 
of self-indulgence, of desire for lux- 
ury. Studies have shown that a 
great percentage of supermarket im- 
pulse sales are made to satisfy these 
basic appeals.” 
© “Improve your display: Too 
many retailers have not yet learned 
the supermarket lesson of getting 
items or merchandise out where cus- 
tomers can see, touch and handle it. 
This means not only open shelf dis- 
play but, as supermarkets have 
learned, getting items off the shelf 
and onto the floor in mass, island, 
end-of-aisle displays and in more 
(CONTINUED ON PAGE 12) 
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prices, an estimated 80 per cent or 
more had come into this show with 
raised prices on part or most of 
their lines. One major impetus be- 
hind the recently raised prices is the 
rising leather market. 

Manufacturers were reported ac- 
cepting orders at current (or re- 
cently raised) prices, but not prom- 
ising the same prices on re-orders 
turned in later, over the months 
ahead. This is based on the fact 
that current orders can be adjusted 
to manufacturers’ present leather 
stocks purchased at known prices- 
but that prices for replacement 
stocks of leather in the weeks or 
months ahead are an unknown 
factor. 

Some retailers expressed concern 
about the possible necessity of 
their moving some of their shoes 
into higher brackets—outside of 
their established ranges. Reluctant 
to move into new ranges from a 
competitive standpoint, yet unable 
to absorb the price increases in 
other instances—and further reluc- 
tant to downgrade in order to re- 
main in their established brackets 
—these retailers obviously are find- 
ing themselves in a dilemma of 
sorts. 


‘Trying’ Higher Brackets Urged 

Some manufacturers are urging 
their accounts to “try” a few num- 
bers in the higher brackets, above 
the stores’ regular top price, as an 
“experiment” to feel out reception 
by customers and also to test the 
consequences competitively without 
heavy risk. 

Show officials estimate that shoe 
production and retail sales of shoes 
should set new records for the first 
and second quarters of 1959, as 
well as for the a whole 
(605 million pairs predicted for 
1959). The show closed on its most 
gratifying and optimistic note in 
several years, based upon this high 
activity level anticipated for shoe 
business in 1959. 
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PPSSA: What the Retailers Bought 


{ summary of fashion and buying 
trends in men’s, women’s and chil- 
dren's shoes at the Popular Price 
Shoe Show in New York 


Women’s Shoes: 
Color Reigns Again 
For ‘Second Spring’ 


TRENDS in women’s. spring 
styles, noted earlier in Chicago, 
were confirmed by buying at the 
Popular Price Shoe Show. Color, 
the biggest news then, received 
even more attention in the buying 
for the “second spring season.” 

With black admittedly taking the 
major slice of business—and pat- 
ent leather more than 50 per cent 
of blacks—the lighter neutrals, like 
bone, were usually second in sales. 
Some manufacturers were even 
putting bone ahead of black for 
this later spring selling. Navy blue 
held its own, the brighter blues be- 
ing bought for promotion. There 
was more diversity of opinion on 
green, No. 1 promotion color. Some 
bought the yellowed, softened tone 
like Willow; others a_ deeper, 
brighter shade. The general opin- 
ion was that both were needed. 

Other promotion colors, many 
slated for later, really warm 
weather promotion, were the warm 
and hot pinks; tangerines and yel- 
lows; and, for very high fashion, 
the orchid tones. Bright red showed 
spotty selling. 

In leathers, luster finishes on fine 
textures in pale colors sold well. 
Two-way suedes sold in light, 
muted colors, sometimes trimmed 
with matching lusters. Black pat- 
ent and smooth leathers were top 
sellers. Perforated pigskins sold in 
flats, casuals and tailored types. 
Straws, meshes, hemp and other 
fabrics were slated for summer 
shoes. 

The needle and double needle 
toes led in sales. Heels sold on all 
heights from 24/8 to 4/8 with the 
medium heights in a strong posi- 
tion. Both extremely slim and 
shaped medium and squatty heels 


10 


were bought. More pumps — the 
majority either closed or partially 
opened, not open both back and toe— 
sold more than any other silhou- 
ette. After pumps, a variety of 
straps, especially low T’s and in- 
steps, and low-cut ties, were best- 
selling styles. 

Highlighting a general “upward” 
look in clothes, including hemlines, 
for the post-Easter period, Doris 
Weston, PPSSA fashion director, 
summed up apparel colors as whit- 
ened and honey beiges for volume; 
clear bright greens the most 
promotional group; rose tones from 
Hot Pink to Geranium; yellowed 
oranges and vibrant gold; sky blues 
accenting turquoise; some lilac and 
a strong revival of black and white 
in combination. Miss Weston spoke 
at the Industry Breakfast. 

Helen Joseph, PPSSA shoe fash- 
ion director, spoke of color as a 
powerful selling influence for the 
“second spring season,” pointing 
out that this could be a time to 
sell “special occasion” shoes for 
weddings, vacations and travel. She 
said green was an accent as well as 
a go-with color and noted the need 
for two greens, the yellowed for 
street and dressy shoes and the 
bright for more casual shoes. 

Other promotion colors discussed 
were the bright pinks, blues, yel- 


as 





Everybody Registers! 
ie apey we} 


4 ry 


Industry leaders register at PPSSA: 

William M. Blackie, left, is president of 

the National Association of Shoe Chain 

Stores and co-chairman of the show. 

Edward Atkins is executive vice-presi- 
dent of NASCS. 


lows and oranges. Pale pastels will 
be best in very dressy shoes, mainly 
in lusters. Bone and white will be 
stronger than last year, Mrs. Joseph 
said, and will look fresh in tex- 
tured leathers including luster. Sil- 
houettes will be lighter looking and 
more open. 

By ELEANOR MAUD RUTTY 

e e J 

Children’s Shoes: 
Most Manufacturers 
Cheered by Buying 

CHILDREN’S shoe manufacturers 
exhibiting at the PPSSA were 
unanimous in their enthusiasm 
about results achieved. The majority 
indicated that it was an excellent 
show for them. They opened many 
new and important accounts. 

At the same time, their regular 
customers were in an open-to-buy 
position. It all added up to substan- 
tial orders—full commitments—for 
delivery starting in January and 
continuing through Easter and post- 
Faster. 

Some of the manufacturers at- 
tributed and related the buying ac- 
tivity to the uncertainty of the price 
situation. For the spring run, re- 
tailers can still buy at the prevailing 
prices. But there is almost no ques- 
tion about the inevitability of in- 
creases next season. Raw material 
costs are continuing to rise and it is 
only a matter of time before these 
increases will have to be passed 
along to the retailers. 

For the present, manufacturers 
are optimistic. They are geared for 
the biggest season to date. Most of 
them are sold up for the season. 
However, they will be able to deliver 
the shoes on time—starting right 
after the first of the year and up 
to about March 10. 

As for the retailers, they are in 
good shape inventory-wise and finan- 
cially. The outlook is bright for good 
business ahead both on the retail 
and manufacturing levels. 

A quick review of the selling fea- 
tures in children’s spring shoes that 
seemed to be most important indi- 
cates: a good deal of black patent 
leather, white smooth leathers, black 
raspberry patent and Vanilla Ice. 
Swivel straps and T-straps continue 
to be very important. There is no 
question but the tapered, pointed toe 
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is increasing in popularity in misses’ 
and growing girls’ lines. Square toes 
too add a new look to the shoes, and 
retailers were quite interested in 
them. 

Geographic location is always a 
factor in ordering shoes. For in- 
stance, one retailer from the Mid- 
west bought nylon velvets in black 
and colors for spring selling. He was 
sure he would do very well with 
them .. . he knows his customers. 

Another manufacturer indicated 
that he could sense a resurgence of 
interest in the saddle but it would 
have to have new lasts, more tapered 
toes. 

Black seems to be continuing as 
the prevailing color in boys’ shoes. 
However, new browns, white, dirty 
buck and gray buck are important. 
Plain toes, stitch-and-turns, gored 
casuals, swirls—these are some of 
the popular styles. Retailers reacted 
favorably to the new styling pre- 
sented in almost every line. 

By ESTELLE G. ANDERSON 


Men’s Shoes: 
*4merican Influence’ 
Gaining Supporters 


GREATLY in evidence among the 
187 men’s shoe exhibitors at the 
Popular Price Shoe Show was the 
support accorded the “American in- 
fluence” campaign launched this 
fall. Many manufacturers adhered 
to the American theme of beauty in 
a less extreme last with high-quality 
workmanship and materials, and 
high wearability. Some manufac- 
turers built their displays featuring 
a tie-in with the Florsheim ‘“Ameri- 
can Look’’ idea. 

Two best-selling shoes merchan- 
dised under the aegis of the Ameri- 
can influence were: (1) a three-eye- 
let blucher inverted seam moc-front 
with high-riding tongue and clo- 
sure, available in black and tobacco 
brown, and (2) a two-eyelet blucher 
with Guantone stitched forepart in 
black grained calf. Among street 
and dress shoes, black remained the 
most popular color with dark brown 
shades gaining momentum. 

Manufacturers showed some inno- 
vations to increase the popularity of 
mesh and woven types. One such 
was a crochet weave leather apron 
in a four-eyelet blucher. As _ ex- 
plained by a traveler, the shantungs 
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Saunders to Be Chairman 
Of °59 National Shoe Fair 


NEW YORK — Clovis P. Saun- 
ders, San Francisco retail execu- 
tive, has been elected chairman of 
the 1959 Na- 
tional Shoe Fair, 
it was announced 
here at the an- 
nual meeting of 
the Shoe Fair 
Committee. 

Mr. Saunders 
succeeds A. B. 
Cohen, president 
of United States 
Shoe Corporation, who was chair- 
man of the 1958 Shoe Fair. The 
new chairman is president of Som- 
mer & Kaufmann, San Francisco, 
and one of the nation’s leading shoe 
retailers. 

The 1959 National Shoe Fair is 
scheduled for Chicago, October 25- 
29. 


Cc. P. SAUNDERS 





popular two years ago did not repeat 
last year because they stained so 
easily. For spring and summer, 
1959, manufacturers have sought to 
achieve a shantung effect with 
leather. 

The Norwegian moccasin slip-on 
was popular. However, the expected 
decline of the classic type with sad- 
dle in favor of revisions eliminating 
the saddle has not taken place. A 
traveler said, “The lighter, more flex- 
ible slip-on with extremely discreet 
detailing is popular with style-con- 
scious persons in the cities; but not 
far from the center of things the 
classic Norwegian is preferred.” A 
strong seller was a type with heavy 
overcast stitching and very heavy 
pinking on the tongue and collar. 

Industrial and camping shoes in 
thick but pliable glove leathers with 
wedge crepe soles are finding a new 
market. They have been discovered 
by do-it-yourself suburbanites who 
like their substantial support for the 





The Boor anv SHOE RECORDER’S 
annual facts and figures article, 
which appeared last year in the 
December 15 issue, will be pub- 
lished this year in the issue of 
January 1. 





foot and ankle. This style—best re- 
ceived in maple brown—was seen 
with Chevron and Venetian corre- 
gated soles. 

Other popular shoes at the show 
were: a black slip-on with decorative 
buckle, outside foxing, and embossed 
fine stitch rib effects at the vamp; a 
five-eyelet black bal in smooth calf— 
the classic men’s dress shoe; a black 
slip-on with smooth beaver quarter 
and grained vamp with California 
seam; a three-eyelet brown blucher 
with medallion-tip perforations; and 
a five-eyelet bal with hand-made 
basket weave. 

Chukka boots did well. One in 
muted black calf featuring a Scotch 
closure was reported popular with 
the extreme styling market. As al- 
ways, the gray buck and the dirty 
buck sold briskly. 

Owen Howell, chairman of the 
Men’s Style Committee of the 
PPSSA, speaking at the fashion 
breakfast, said the most popular 
post-Easter styles will be slip-ons 
with the new washable white fine 
grains achieving acceptance. Hard- 
ware, used functionally, will be bold, 
and when used non-functionally will 
be more refined. In ties flexibility 
will continue as a paramount re- 
quirement with cushion outsoles in 
great demand. Natural glove leath- 
ers will represent the largest vol- 
ume, but gray will gain. Chukka 
boots will continue strong, Mr. 
Howell said. 

By RICHARD C. EDSTROM 


Sports Car, Trips Awarded 

NEW YORK—Franklin E. Zusi 
of Hemhauser & Zusi, Irvington, 
N. J., was awarded a $1550 German 
sports car at the Popular Price 
Shoe Show. The award was one of 
several for which buyers and re- 
tailers became eligible when they 
registered at the New York Trade 
Show Building, one of the show’s 
sites. 

Charles Fine of Barton 
Company, Roxbury, Mass., won a 
two-week trip for two to Nassau. 
William Krauss of The Coward 
Shoe Company, New York, received 
a 10-day trip for two to Miami 
Beach. 

Officials of the PPSSA announced 
the awards. 


Shoe 
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Supermarket Policies 
Viewed as Sales Spur 
(CONTINUED FROM PAGE 9) 


places within the store. Supermar- 
kets find that many of their impulse 
sales are made at or near check-out 
counters. ...” 

© “Use more coordinated selling: 
One of the most successful super- 
market devices is the coordinated 
and tie-in sale—selling not just one 
item but a meal, or a special home 
treat. Alert retailers also use this 
idea of coordination in selling an 
ensemble.” 

e “Special deals: All customers, 
especially women, are seeking bar- 
gains or good buys. Impulse sales 
rate high in the bargain area. But 
women don’t like to buy things they 
feel are ‘cheap.’ More emphasis is 
needed on pricing designed to make 
the customer feel that she, and she 
alone, is getting the special buy that 
others won't recognize.” 

© “Using dramatic selling events: 
Retailers, in general, run special 
events for spring, Easter, summer, 
ete. But these are usual and con- 
ventional. .. . You can find dramatic 
events, either those already existing 
or those which you can create, in or- 
der to focus more attention on your 
merchandise and create impulse 
sales.” 

© “Being the first with the latest: 
Customers are both conventional and 
enterprising—and it is the customer 
who is always seeking something 
new who is most likely to buy on im- 





¢ Obituary 


Chris Hendricks Dies; Was 
Allied Kid Representative 

ST. LOUIS—Chris Hendricks, of 
C. E. Hendricks and Company 
leather firm, died at his home here 
recently of a heart condition. 

Mr. Hendricks was well known in 
shoe and leather circles in the entire 
Midwest, having served as represen- 
tative for Allied Kid Company for 
the past 50 years. He represented 
the New Castle division of the com- 
pany. 

Survivors include his wife, Delia, 
and three daughters. 

(Other obituaries, page 74) 


pulse. Many alert supermarket op- 
erators and a certain number of re- 
tailers have some special ‘What’s 
New?’ corners, or new-idea coun- 
ters, or display areas where they 
show, and customers expect to see, 
the newest, the latest.” 

© “Tie in more effectively with 
national promotions: This should be 
obvious—yet it’s amazing how many 
retailers fail to carry merchandise 
being given national promotion at 
the time such activities can produce 
the most sales.” 

© “Use your window display more 
effectively: Retailers are generally 
aware of the value of their window 
displays. An attractive display will 
bring in customers. But—they of- 
ten overlook real consumer orienta- 
tion—what will the product do for 
the consumer, rather than just 
glamor.” 

© “Get your organization behind 
events: It does more harm than 
good to whet customers’ appetites 
and then have your sales personnel 
ignorant about what is going on.” 

© “Get out on the floor and see 
what people want: Women, as you 
know, have definite ideas about what 
they want and aren’t shy about tell- 
ing you. Food manufacturers hire 
huge staffs for the specific purpose 
of visiting supermarkets to inter- 


view managers and ask women about 
products. . . . Essentially, your op- 
eration is not different from the su- 
permarket’s — you’re selling in a 
competitive area and you have to be 
alert to make a dollar profit... .” 

© “Top talent for job: The 15 per 
cent to 25 per cent sales increase you 
can obtain by using these super- 
market techniques needs a _ person 
experienced in using these devices 
on your store’s level.” 

Alfred L. Morse of Morse Shoe 
Stores, Boston, presided at the 
breakfast. Mr. Morse, a vice-presi- 
dent of the National Association of 
Shoe Chain Stores, is also co-chair- 
man of the PPSSA Fashion Execu- 
tive Committee. 

The industry breakfast also held 
a shoe style evaluation by leading 
buyers of men’s, women’s and chil- 
dren’s footwear. Participants were: 
women’s dress shoes, Joseph J. 
Cramer, Wohl Shoe Company, St. 
Louis; women’s casuals and dress 
flats, Stanley W. Norkunas, Melville 
Shoe Corporation, New York; wo- 
men’s sports and welts, Barney Le- 
bowitz, Edison Brothers Stores, Inc., 
St. Louis; children’s shoes, Timothy 
P. Welch, G. R. Kinney Corporation, 
New York, and men’s shoes, Owen 
Howell, General Retail Corporation, 
Nashville, Tenn. Doris Weston and 
Helen Joseph of the PPSSA fashion 
staff forecast style influences for 
spring and summer, 1959. 





International Names General Managers for 2 Divisions 


ST. LOUIS — Two new general 
managers have been appointed for 
divisions of In- jm 
ternational Shoe @& 
Company, it was 
announced by 
Henry H. Rand, 
president. 

Terry S. Mos- 
ley, former dis- 
trict manager of 
the Atlanta re- 
gion for the firm, 
has been ap- 
pointed genera] 
manager of the Continental and 
Sentinel divisions. He succeeds 
James H. Gimblett, who has been 
named general manager of the Utri- 
lon division. Both appointments be- 
came effective December 1. 

Mr. Mosley will administer the 
Continental and Sentinel divisions 
from his office in the Pennsylvania 


TERRY S. MOSLEY 


3uilding, New York City. 

30th divisions sell shoes to vol- 
ume accounts under the customer’s 
own brands. 

Mr. Mosley started 
with International 
in 1940. 

Mr. Gimblett will supervise sales 
and distribution of footwear in the 
United States by International un- 
der a recent exclusive agreement 
with Utrilon Corporation. The one- 
piece synthetic moulded footwear, 
manufactured by Utrilon in Puerto 
Rico, will retail in the $1.98 to 
$4.98 price range. 

Mr. Gimblett joined International 
in 1922 as a salesman for the 
Friedman-Shelby division. He later 
developed the company’s Hy-Test 
Safety Shoe division, serving as 
manager until his appointment in 
1944 as general manager of Con- 
tinental. 
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FOREMOST QUALITY STEP IN AMERICA 


Count the extras you get when you specify Cush-N-Crepe! 
You get the extra sell that Cush-N-Crepe puts into cellular soles with handsome 


new patterns and distinctive new designs... with appealing new fashion colors... 
with the buoyant comfort and bonus wear of America’s original cellular sole* — 
bdal- Modal hamolal—mar-tdlolal-lihar-toh4-1adi-1-lom ( 


Count the extras, for sure, because they’re the same wonderful extras 
your customers count... Cush-N-Crepe extras that make the first sale only 


bdal-Wi ol-telistalisle Molm@-loMasl- tah maslela—m 


*Reg. U. S. Pat. Off. 


“( 


AVON SOLE COMPANY, avon, massaAcHuUSsETTS 
( 
HIGHEST QUALITY SOLES for 48 years 











Selling...Key to 
Prosperity 


“Selling is said to be a lost art. It need not 


be. Ih 


Couneil. 





must not be,” says the Advertising 
“When selling is harder there is all 


the more need for good salesmanship. And 
this means a revival of the basic principles 


which 


mentals. 


never change. Here are some funda- 
Re-impress them on every one in 


your store. 


“Drive 
person 


for ‘that extra sale.’ If every sales 
just increased his or her own sales 


by ten per cent through extra selling effort .. 
think what that would mean to your business. 


Provide incentives for making related sales. 


even if 


boundaries. 


it means breaking down departmental 
Suggestion selling can and must 


be stimulated. 


“Suggest an additional item . 


. Suggest a 


substitute item if the one wanted is out of 


stock. 
“Work 


chandise. 


Suggest a multiple sale. 
on sales people to know their mer- 
A good source for this information 


is the manufacturers’ advertising and litera- 


ture. 


—“Sales people must know what’s 
and in your windows. It’s 


in your ads 
amazing how many 


don't and in how many stores the information 
is not readily available. 


—**Knowing how to fill out a form is far less 
important than knowing how to close a sale. 
How much time do you devote to each in 
your sales training? 


—*Personnel can be taught and encouraged to 
help customers find what they’re looking for. 


—“Good 
store. 
selling 
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selling is needed in every type of 
Intelligent, enthusiastic, constructive 
will speed the return of prosperity.” 


eB. wertossans. by, 
Publisher 
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Signs that point to 
a big season on 


JUMPING-U4CKS” 
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Baer TALK - MY BABY 
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Unprecedented Jumping-Jacks 
magazine advertising 

for spring 59. 

Full color ads in 

Parents and Modern Romances... 
plus continuous campaign 
directed to 

17 million mothers 

in their favorite fiction 

and child-rearing 

magazines. 

PLUS—full color ads in 
DELL COMICS 

beamed to 8 million 
pre-teeners! 


VAISEY-BRISTOL SHOE CO. 


Monett, Missouri 














. - patent leather. 


“Amy”. 
Infants, Child's, Misses’, Teens 
_ oa JUNIORS sell faster because they fit better, wear 
better, look better! A complete line from tots to teens, they’re famous 
for fast turnover. Build up your profits, get quick sales and repeat business all 
year ’round with American Juniors. 
” “?e ae ane a * 
a % 


id x 


Write us for franchise for your city. 


* 
* 
* 

* 


. * 
Suniors AMERICAN JUNIORS SHOE COMPANY, INC. 
* ened ONE ISLAND STRECT, LAWRENCE, MASS 


* * * * * x * DIVISION CONSOLIDATED NATIONAL SHOE CORP NEW YORK SALES OFFICE MARBRIDGCE BUILDING & SM peo aoe 
zkkxe«x* 5 aaa 
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Shoe labeling bills pushed for both House and Senate. Will 
be introduced when Congress meets January 7. 


Railway Express rates to go up in January 
an average of 3.5 per cent. Parcel Post rates 
are also due for an inerease. 


Rep. Patman says regulations of Small Busi- 
ness Administration for lending money to 
small business are unduly restrictive. 


Baker Reporting from WASHINGTON 
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Talk of a national shoe labeling law is building up at the Capitol. But 
the real fireworks won't start until January. The new Congress meets on 
January 7. The first bill requiring labeling probably will be introduced soon 
after that date. Rep. Charles O. Porter (Oregon Democrat) states he will 
sponsor such a bill, and some other House members are thinking about 
joining him in his drive for a labeling law. 

(Official text of the bill Mr. Porter plans to introduce in the new Congress 
was presented on page 217 of the Oct. 15 issue of the Boot AND SHOE 
RECORDER. ) 

On the Senate side of the Capitol, Senators Morse and Neuberger (also 
Oregon Democrats) are thinking about asking for a shoe labeling law. 

Both Mr. Morse and Mr. Neuberger are now looking over the text of 
Mr. Porter’s bill, and expect to reach a decision in January as to what kind 
of a bill they will sponsor. Mr. Morse says he wants to see what the Porter 
bill is like, and what the sentiment for the bill is among Mr. Porter’s col- 
leagues in the House. 

And Mr. Neuberger indicates that he may “go along” with the Porter 
bill after the session of Congress gets under way. 

Demand for a shoe labeling bill (which would require a statement of 
component materials in every pair of shoes sold in the U. S.) comes chiefly 
from the repair trade. The repair trade has fallen off sharply in recent years. 

Some experts calculate it will cost manufacturers from two to five cents 
per pair to put labels in shoes, and that this cost will add from five to ten 
cents to every pair at retail prices. 


Railway Express rates are to rise again in January. The increases will 
average 3.5 per cent on all items. 

The Interstate Commerce Commission authorized the Railway Express 
Agency to boost its rates after a study of the express agency’s higher costs 
Among other things, Railway Express is paying higher wages, higher payroll 
taxes, more unemployment insurance, and is paying more for the equipment 
and supplies it buys. 

The ICC also is giving some thought to higher parcel post rates. The 
Fost Office is required by law to keep parcel post service (fourth-class mail) 
on a pay-as-you-go basis. Parcel post operations now cost about $88 million 
a year more to operate than they take in. 

So, whether you ship by Railway Express or by parcel post, your shipping 
costs are bound to rise soon. Be sure to include these higher charges in 
calculating your 1959 costs. 


The government’s new program of forming investment firms to invest 
in and lend money to small business is already under fire. 
Regulations drafted by the Small Business Administration under the 





@ The Administration is planning to fight for a 
national sales tax but passage of such a tax is 
not likely in 1959. 


Report from 
® Labor leaders are working for higher mini- 


WASHINGTON pierces Wott increase operating costs. 





equity financing bill passed by Congress this year are unduly restrictive and 


will crush the hopes of small firms for the help the program promised, 
according to Rep. Wright Patman, D., Tex. 

Rep. Patman, chairman of the House Small Business Committee. criticizes 
the five per cent interest rate set on funds the government will lend to the 
new small business investment companies. This, he says, is a retail interest 
rate being charged to what in effect are wholesalers in the money market. 
It will mean that borrowers will have to pay exhorbitant rates to. in turn, 
borrow from the investment firms, he says. 

In addition, he criticizes an SBA regulation which will prohibit the new 
investment firms from using government funds in making equity capital loans 
by buying debentures in small firms. The new firms must have a minimum 
of $300.000 in paid in capital, of which the SBA will put up half. 

The new rules require firms which borrow equity funds from the invest- 
ment companies to, in some cases, refinance all other outstanding debts so 
the investment firm is the only creditor. Firms securing loans from these 
companies must agree not to incur any new debt without approval of the 
investment company. 


Talk of a national sales tax is in the news again. But a sales tax, 
whether paid by manufacturers or consumers, is unlikely in 1959. 

The Eisenhower Administration is preparing to fight hard for sales tax 
bills in the new Congress, but top leaders in both parties are cool to the idea. 

Every congressman concedes that the government’s revenue problems are 
becoming worse, and that “something will have to be done” to beef up sag- 
ging tax collections. 

{ national sales tax could produce enough revenue to permit cancellation 
of all existing federal excises—plus substantial reductions in the rates applying 
to individual income and corporation income. 

But a sales tax creates a proportionately heavier burden on the poor 
than on the rich. 

For this reason, both political parties are wary of any talk of a sales tax. 
They figure it’s politically smart to denounce sales tax proposals as “soak the 
poor” plans. 

Vice President Nixon recently came out for a national sales tax, and was 
quickly supported in this view by Sinclair Weeks, who has since resigned 
as Ike’s Secretary of Commerce. 

Mr. Nixon spoke of a possible 11 per cent tax on all sales except food 
at the manufacturing level. But now it’s figured that such a rate would be 
far too low. The National Retail Merchants Association calculates that can- 
cellation of all federal excises would require a sales tax rate of at least 
ten per cent. 

A manufacturer’s tax would send the average retailer's costs spinning 
upward. 

It would mean immediate increases in rent, insurance, inventory taxes, 


wages and all sales expenses. 


Although the new Congress doesn’t meet until Jan. 7, labor leaders in 
Washington have already accomplished much in their lobbying campaign 
(CONTINUED ON PAGE 52) 
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the 
sensibly 
priced 
shoes that 


mothers,, 
. approve 


are America’s 
fastest-growing 
juvenile 
line! 


Today’s American mothers —the best-informed in 
the world —are demanding four things in shoes for their children: 


proper fit for the growing foot, fine materials and expert 


workmanship, sparkling styling and genuine value at a sensible price. ~% Vi 
Their preference for Blue Star shoes has lifted our sales 
to an all-time high. 
: . 


$5-$6 CHILDREN’S SHOES > 


ft 


Write, wire or phone collect today for complete information about a franchise in your city 
BLUE BONNET SHOES, INC., MANUFACTURERS + 5 FRANKLIN ST., LAWRENCE, MASSACHUSETTS 
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FROM THE EBY SHOE CORPORATION 
EPHRATA, PENNSYLVANIA 
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by JOHN REILLY 


Editorial 





“Second 


OMEHOW or other the truly promotional mind sees 

the brighter side of a troublesome situation and 

manages to find a way to turn it to its own ad- 
vantage. 

We have an excellent example of this in the way the 


women’s industry has made “a switch,” turning early 
Easter with its serious problems of deliveries into what 
will probably be an excellent promotion. With some fac- 
tories so heavily booked that Easter deliveries will be 
accomplished by sheer luck, the women’s business is talk- 
ing about “A Second Spring.” Some of the more enter- 
prising factories are styling new lines and creating new 
post-Easter business. 


color promotions especially for 


Retailers are buying the idea too. It really does make 
sense. After all, April through June is the longest selling 
season on the calendar. Certainly it is the season best 
suited to promotional selling. Every economic indicator 
points to an excellent first six months. The real spring 


push may well turn out to be a post-Easter push. 


A Touchy Question 


But this “Second Spring,” and the speed with which 
the women’s industry has seized upon it, brings up a 
very touchy question. What will the men’s end of the 
business do to pull up its side of the see-saw? 

Will it tag along with the same lack of plan and pro- 
motional purpose which has plagued it for so long? Will 
it wander through this longest selling season, with its 
enormous promotional possibilities. and wind up with 
little to show but a lower per capita consumption figure 
and the usual summer rash of clearance sales? 

Whatever happened to the profitable business the in- 
dustry enjoyed in men’s summer shoes? The spring and 
summer months constitute 30 per cent of the year and 
vet only 12.5 per cent of the dress shoes we make are 
designed for. or are suitable for, warm weather wear. 
American males 14 years and older comprise 30 per cent 
of our population and yet they account for only 16.4 per 
cent of our shoe consumption. 

Recently we received a letter from the advertising and 
promotion director of one of our high-grade, high-style 
men’s lines. This letter pointed out the seriousness of 
the situation and the precarious position into which the 
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Spring” 


men’s business has drifted. He attributes the state of the 
men’s industry to its failure to continually realize its 
potential from summer shoes. He says that the reason is 
a simple one too. The failure of the industry to come up 
with a suitable style to replace the black or brown and 
white combination and the two-toned shoes which passed 
out of the picture some twenty years ago. 

“Has it ever occurred to you,” he asks, “that young 
men, presently in the twenty to thirty year age group, 
have never worn a two-tone shoe? The well-dressed man,” 
he writes “even though he may be of modest means, will 
have a blue or charcoal suit, and very often, another 
in gray. He always has a slacks and jacket combination. 
This wardrobe represents an investment of better than 
$200. The same fellow gets by with a pair of black and 
brown shoes and, perhaps, a pair of inexpensive casuals. 
Total investment $35. 

“The reason is obvious. American men simply do not 
have any appreciation or understanding of what is the 
correct shoe for each of the suits in their wardrobe or 
for the occasion.” 

The men’s apparel industry has come up with a tre- 
mendous promotion in wash and wear clothing. It is 
new, it is practical, and it has captured the public’s 
imagination. What an opportunity for the men’s shoe 
industry to come up with a white or trimmed shoe made 
of practical wash and wear grained leathers. In addition 
to being a timely promotion it would solve the cleaning 
problem which helped kill combinations. 


Only Part of the Problem 

Developing a suitable style or type for summer pro- 
motion is only part of the problem. The men’s industry 
needs a well-defined authoritative seasonal style program. 
Using the National Shoe Retailers and PPSSA Men® 
Style Committee Reports as basis, a simplified report 
should be prepared. This report should be basic and 
easily understood by the consumer. One seasonal target 
style or color should be selected and the full weight of 
the united industry promotion should be placed be- 
hind it. 

The opportune time for such a promotion would seem 
48) 


(CONTINUED ON PAGI 
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Buyers and merchandise men 
prefer HEYDAYS because 
they KNOW what is BEST for 
CONSUMERS !IS ALSO BEST 


FOR THE STORE! 





Stocked in 

Salmon Beige with 
Jersey Brown Hornback; 
Biack and Grey Conga. 


(specialists in style and comfort) 


HEYDAYS SHOES, INC. © 2032 LOCUST STREET * ST. LOUIS 3, MISSOURI 
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J. ‘ 
oice of the ‘Trade 


“Two important things are lacking in 
most children’s shoe shops: Proper 
sales training to fit children correctly 
the 
necessary in a children’s operation,” 
JERRY REIFF, 


owner of the Hi-Lo Shoe Store 


and small services that are so 


declared manager- 
Denver's only store devoted exclusive- 
ly to children’s shoes. 


“Fitting is our biggest problem today 
and we see too little of it,” Mr. Reiff 
commented. “It’s a crime to put mis- 
fits on a child. If there were only a 
way to circumvent this such as 
licensing children’s shoe salesmen: 
making them pass rigid tests before 
they can fit children . . . it would be 
a boon to our youth and, eventually. 
to the children’s shoe retailer.” 

As an example, he cited the results 
of an ad he had run for five days in 
a leading Denver paper, asking for 
experienced sales help. Only eleven 
answered all experienced shoe 
clerks. Eight of these could not read 
a shoe stick. All had had improper 
sales training. Only one could fit: 
but he couldn’t sell. 


to approach a customer; would rather 


He was scared 


stay at the desk and make change or 
work in the stock room. Yet each 
showed they had had experience in a 
shoe store, but as Mr. Reiff concluded, 
“not a nickel’s worth of training.” 

The small services that Mr. Reiff re- 
ferred to would be: “those little ad- 
justments and services that really re- 
quire little time and that should be 
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handled by a retailer. Children and 
mothers are quick to see whether a 
retailer is happy to give these little 
aids.” 
* * 

“Keeping abreast of fashions, the way 
we have in the past six months: being 
style leaders and staying there 
that’s what sells women’s shoes,” says 
HENRY SCHLESS, buyer of men’s. 
women’s and children’s high grade 
(as well as basement) shoes for A. J. 
Freiman, Ltd. of Ottawa, Canada. 
“For the coming season, the silhouette 
will be the extreme pin toes on 18/8 
and 23 8 heels and we anticipate the 
biggest spring ever... a ten per cent 
increase over last year. Patent leather 
will again be important and we expect 
black to account for 60 per cent of 
the volume: beige to brown, 25 per 
the remainder in_ bright 


cent and 


colors.” 


* 


“Self-service will never be appre- 
ciated by the customer, to the extent 
that some people would like to think,” 
says ALFRED COHEN of the Alfred 
H. Cohen & Son shoe shop in Upper 
Darby. Pa. (He 


leased units selling brand name shoes 


also operates six 
and one cancellation store in Miami. ) 
“Selling will always require people 
... people who know how to properly 
fit shoes . . . to sell them and to keep 


inventories revolving. I don’t even 
foresee self-service working too well 
for the large chain stores with popu- 
lar prices. It isn’t just that people 
want to be waited on. They need help 
in getting fitted and they need help 
Too 
people today don’t really know what 


We have to help 


make the decision. Just trying 


in making a selection. many 


they want. them 
shoes 
on doesn’t always make the sale. How 
could business exist, with people just 
trying on shoes and not making up 
mind? 


their Good salesmanship is 
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the 
the 


more than ever to make 
that the fit of 


shoe is right for her and that the 


needed 
customer realize 


style is what she is seeking.” 


ABE LIPSCHULTZ of Temple Shoes 
Ill. “Competent 


properly-trained sales help is becom- 


in Chicago, says: 


ing an increasingly grave problem 


for the retail shoe store. We continue 
to lose able and promising young men 
to other industries. This points up 
the urgent need for an efficient edu- 
that 


more young men into retail shoe sell- 


cational will attract 


program 
ing. A guaranteed salary that will pet 
mit them to give time and attention 
to proper fit will help. But this pro- 
still calls for 
The largest stock of 
world, the most beautiful shoe store 
the 
without 


gram proper training 


shoes in the 


equipment mean nothing 


link—the 


to complete the chain.” 


best 
the final salesman 


“The chief problem facing the retail. 
er,” says LARRY HORAN, JR., presi- 
of J. & J. Slater 


anticipating his own 


dent and Hanan 
Shoes, “is 
business requirements, his customers’ 
needs and, at the same time, keeping 
within the limits of appropriations. 
Not to overbuy but, at the same time, 
not to be too cautious. 
“We anticipate increases in shoe sell- 
ing in the months ahead and believe 
we can attain them by aggressive mer- 
chandising . . . the right merchandise. 
at the right time. We plan some new 
and interesting promotions for spring. 
Silky suedes in the pale and 
bright colors and combinations of 
There are early indications: 
will be 
black patent 


the 


brights. 
that kidskins 
and. of course, 


will 


very popular: 
leathe: 
continue to be outstanding 
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spring leather . . . all over patent and 
patent trims. Women are using patent 
leather to straddle all their needs. . . 
even in place of the colored shoe. 


With Easter Sunday— March 29, 
1959 . . . patent leather will get an 
even earlier start, promotion-wise, 


than usual. 

“Beautiful stores, expensive decora- 
tions and all the money spent for 
merchandise are all secondary to the 
man at the fitting stool. We feel that 
the salesman at the fitting stool is the 
most important person in the shoe 
business. He is the one who gets the 
merchandise off the shelves onto the 
feet of the consumer.” 


7 = * 


ERIC BAXTER, ewner of the Arch 
Aid Shoe Shop in Montreal, Canada. 
says: “The greatest challenge to the 
shoe industry is getting the correct 
answers to some of these questions: 
(a) What are shoe stores across the 
country doing about getting more 
business? (b) Are they training their 
staff to be professional shoe people? 
(c) What do they do to attract young 
people into the industry and keep 
them there? (d) What have we got 
in the shoe industry that is going to 
appeal to the young men? 

“There is a crying need for foresight 
on the part of shoe managers to look 
and plan ahead instead of being con- 
tent to manage on a day to day basis. 
It is up to management to instill and 
transmit enthusiasm to their staff . . . 
give them a feeling of belonging to a 
worth-while profession. 

“We have applied this philosophy in 
our own business and it has worked 
to our mutual advantage. Our sales 
people have been with us for a long 
time—anywhere from five to thirty 
years—and they are proud of their 
affiliation with us. To them it is more 
than making a living . . . it is a way 
of life. They have taken on the per- 
sonality of the store . 
regular call trade . . . 
the shop first and for themselves. 


. . have their 
and work for 


second. 
“It all redounds to the shop in the 
way of increased business. We went 
ahead 15 per cent last year and ex- 
pect another 10 per cent increase this 
season.” 


26 


Profile 


by ESTELLE G. ANDERSON 








HAROLD K. BURTON 


7 OUTH is not a question of numerics. It is more the measure of 


courage to venture and adventure . . . a time of enthusiasm and 
excitement. Who is to say that you can’t be young at 50, or— 
for that matter—old at 25? 

Take Harold K. Burton, for instance. Figured on the basis of the 
number of years from the date of his birth, to the present . . . he would 
be considered a middle-aged man. Actually, he had all the confidence of 
youth. twelve years ago, when he took his meager life’s savings and ven- 
tured into the retail shoe business. Why? “Simply because I have always 
wanted to be in business for myself.” he says. 

The job he gave up. with one of the shoe chains, was a good one. He 
had started with them back in his high school days . . . after hours and 
on Saturdays. No wonder he pondered the question long and seriously, 
before he left them. He finally decided: “When a fellow wants to go out 
on his own, he had better do it . . . when he can.” 

It worked out fine. More power to him! Today, a dozen years later, 
he has five stores and one leased outlet in the vicinity of Macon, Georgia. 
and is considered to have one of the fastest growing little retail chains of 
stores in the South. 

Back in 1946, at the end of World War II, the idea of going into busi- 
ness was enough to scare a fellow stiff. There was no such thing as “easy 
financing” then. If a fellow wanted a store of his own. he dug down into 
his savings account . . . provided he had one. 

Harold K. Burton, head of the Burton Shoe Stores of Macon. had a 
little money of his own. Not much, but he figured it was enough to get 
started on. He even lined up a partner . . . another man who would go 
into the business with him. Then came the first blow. The other chap 
backed down. Burton could have abrogated the deal. He had the lease 
for the store in his pocket; but it was still unsigned and he could have 
gotten out from under . . . but he didn’t. 

Shouldering the entire responsibility. he signed the lease for a small. 
(CONTINUED ON PAGE 46) 
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An attractive style for summer wear is 
this slip-on featuring rich brown calf quar- 
ter and vamp with white buck overlay plug 
and brown side lace effect. The medium 
custom toe and semi-military heel are 
strongly “American” in styling. 


Very discreet stitching adds a style note 
at the top line and on the overlay at the 
quarter. The shank is well defined and 
the edge trim medium. A companion of 
this hot weather shoe—cool looking as 
snow on a mountain top—features black 
calf with white buck overlay plug. 


For further information write 
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Left to right: Navy fabric instep strap, a Slingster by Dickerson. Soft toe stepin 
in two-way suede on leather heel, a Selby Arch Preserver. Two-eyelet tie with 
medallion tip, stacked squared back heel, by Matrix. 


| 
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Good Sense Is STYLE 


HERE are many ways of “having style.” The 
first essential for a woman is to know that she 
can have her own style. I don’t mean she should 
look odd or queer. | do mean that she should look at 
fashions with an appraising eye in order to decide 
which of these styles—in shoes, hats, dresses and home 
furnishings. too—meet her needs the best. “Her needs™ 
mean both the kind of person she is and the way she 
lives and what she does. I am very tired—and many 
others must feel the same—of the mistaken viewpoint 
about style. which limits it to certain types of shoes 
and other apparel. Fashion is one thing—and limited: 
style is much more basic and is much wider in its 
application. 
Good sense is good taste and good taste is really 
style. For country wear, it is good taste and good 
style to wear low heel shoes with fastenings and mate- 


rials right for comfortable walking, in leathers and 
soling materials that can survive rough roads or 
paths and in colors that go with country clothes. And 
it is good taste and good style sense to wear lower 


heels in shoes with comfortable materials and con- 


structions for city walking or for occupations that 
require standing for long periods as well as walking. 


It is also style-right to wear opened-up shoes in warm 


weather although not where gravel and dirt will get 
into the shoes. 

If a woman’s feet require plenty of support and cush- 
ioning, then her shoe style should meet her needs in 
as attractive and flattering footwear as possible. We 
show in these illustrations a wide range of styles in 
shoes which, in every instance, we feel, show good 


sense, good taste, good styling. They represent the 


needs and tastes of a varied assortment of women. 


Left to right: Low heel stepin with moccasin type vamp, a Cush- 
ionized Bellaire. Pump in Mignonette green suede trimmed with 
Bone, 14/8 slim heel, a Soft Tones by Natural Bridge. Instep 
strap in sheer braid with patent trim, 18/8 heel, a Foot Saver. 
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Left to right: High-riding tie in black kidskin lightened with cutouts, 
a Foot-so-Port shoe. Six-eyelet tie in Cottonwood mesh with Nougat 
kidskin, 14/8 heel, Plattoe last, a Miller’s Foot Defender. Four-eyelet 
in black mesh and patent leather, by Wilbur Coon. 


Wearing the suitable type—whether shoe or garment—is a mark of good style 


sense. For active living your customer needs shoes suited to the occasion. 


by ELEANOR M. RUTTY 


Lejt to right: Sabot strap with finely perforated collar, by Vitality. 
Tailored pump with attractive bow trim, medium heel, Cush Un 
Soft construction, by Enna Jettick. Red calf pump with opened-up 
vamp, a Tarsal Tred. 


Left to right: Five-eyelet tie on platform sole, all-over perforations, in pale beige, 
a Cricketts. Two-tone stepin with gored tongue, ribbed sole, by Dr. Scholl. One- 
eyelet tie in gray textured leather in Ripple Sole, by P. W. Minor. 
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BOOTS For Extra Sales 


Last January and February saw winter boots coming into their own. Gains at retail 
showed that customers were accepting the idea of wearing boots for warmth and 
comfort as well as protection against storms. This winter your boots should bring 
even bigger returns than last as extra sales items for everyone in the family. 


HIS WINTER it should not take a snow storm 

to sell more winter boots. This year don’t think 

of selling them just for rough weather. They are 
more than protection from storms. With the very short 
skirts they are a style idea. And they fit in perfectly 
with the new vogue for tights for women and girls, as 
well as children. They began to register in stores last 
winter. 

Now is the time to take advantage of this trend. 
Promote these boots—soft, warm and so comfortable 
and easy to put on and take off. Start early and con- 
tinue your promotions all through the winter months. 
Show them for men, women, boys, girls and children 
in your windows, on main floors near store entrances, 


a in departments, in ads, on radio and television, ive 
Guile: lined boot, ooh, pe s. in ads, on radio and television, on live 


easy-on-and-off, practical 
ribbed sole, wearable any- new short, short skirts and the long, long tights. 
where, from Sandler of Make this The Year of the Boot! 

Boston. 


models and on mannequins. And show them with the 


Women’s low “Zip Zip” 
boot, fleece-lined, ribbed 
crepe sole, available in 
black, red, gray and bene- 
dictine, from Golo. 


The original Desert Boot, 
a stitchdown construction, 
now an established all- 
purpose boot for men, 


from Clark’s of England. 


For boys—and girls, too— 
the “Dodge City,” a genu- 
ine welt, lined through- 
out, made over a proven 
boot last, easy-on-and-off, 
from Acme. 
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Partnership Policy Builds 


Managerial Responsibility « « 


The best way to attract top shoe men as store managers is to make 


them partners. This is the policy of the Wildau brothers of Cleveland. 


Identical twins, Henry and Fred Wildau pose side-by-side in their Southgate store. Circus mural 
in rear sets off novel children’s department, a feature of all Faflik stores. 


66 


ITH top shoe men always at a premium, 
the best way to attract them is to take 
them in as partners.” That’s the feeling 
of Henry and Fred Wildau, co-owners of Clarence 
Faflik Shoes, Inc., Cleveland, Ohio. 

The Wildaus decided on this policy when they first 
began to open branch stores in 1948. Until that point 
they had owned two family shoe stores on the west 
side, dividing the management between them. Today, 
with a total of six stores in their growing chain, the 
Wildau brothers use manager-partners in four stores. 

In stating the reasoning behind this policy, the 
Wildaus explain that, while many men would like to 
own their own stores, it is not always possible due to 
the lack of choice locations, strict credit regulations 
and the need for a recognized name. “A good shoe 
man is interested in being his own boss, having his 
own business,” says Fred Wildau, “while we, as own- 
ers are interested in managers who will treat the store 
as their own.” 
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The Wildaus have devised a manager-partner system 
which has proved mutually beneficial to them as well 
as to their parnters. Each time a new store is opened, 
the Wildaus take in a new partner who manages his 
own store. 

With an investment of his own to guard, the man- 
ager-partner feels a more direct responsibility to the 
business. knowing that the more volume his store does. 
the more he will realize from his investment. In 


Wildaus 


shoe men to handle their growing number of stores. 


return, the have succeeded in getting top 

The Wildau brothers have also attempted to estab- 
lish a feeling of personal customer interest in all of 
their salespeople by refraining from giving commis- 
sions. All salespeople are hired on a straight salary 
basis. so that they will not discard the difficult cus- 
tomer in favor of a fast sale. In this way all of the 
salespeople concentrate their efforts on the satisfaction 
of every customer rather than the totals in their sales- 


book. 


(CONTINUED ON PAGE 54) 
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resenting the Shoes... 























The customer values more highly products presented with care and 
respect and also thinks more of the salesman who makes the presentation. 


EOPLE react differently in many ways. The 

friendly approach can save a great deal of time 

in “warming up” the customer. Shoes displayed 
on open fixtures give customers an opportunity to han- 
die them and broaden the approach. 

This approach consists of the salesman saying some- 
thing about the shoes while they are being examined 

such as, “Just feel the soft texture of that leather.” 
or. “These shoes fit just as well as they look.” Many 
retailers believe this to be the most effective way to 
start a sale. The customer’s attention has been at- 
tracted to the shoes and now the salesman has an 
opportunity to offer facts that will stimulate interest. 
t also “breaks the ice” and often helps the customer 
to make a decision. 

The manner used in opening the sale can be essential 
in determining its conclusion. 

When a customer purchases shoes, a friendly rela- 
tionship springs up between the customer and _ the 
salesman. This is due to the fact that the customer is 
looking primarily for service, as well as the other 
factors that go into buying a pair of shoes. If the 
salesman makes it easier for the customer to gain con- 
fidence in him, then the sale will be consummated 
much faster. The customer may have certain ideas 
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about what types and styles she would like—but the 
satisfaction of these whims and fancies depends en- 
tirely upon the shoe salesman. If he knows how to 
handle himself he can usually sell the customer what 
is best for her. This again entails knowledge of his 
product, the customer and what she can or can’t wear. 
Of course, many sales are made without any effort on 
the part of the salesman—who acts as an errand boy 
or clerk, rather than an advisor. Many of these sales 
may result satisfactorily, but, on the other hand, many 
end up in dissatisfaction with the shoes. the salesmen 
and the store. 

Confidence of the customer in the salesman and the 
store is an absolute “must” for profitable repeat 
business. 

The customer has only the same consideration and 
respect for the shoes being presented to her as the 
salesman has. Therefore, a great deal depends upon 
his presentation. If he is careless and shows little 
respect for the shoes, the customer cannot be ex- 
pected to act any differently. Just visualize how the 
better jewelry stores present their merchandise. Re- 
gardless of price, the most inexpensive trinket is han- 
dled with the same care as a precious gem. The cus- 
tomer appreciates the products handled in this way. 
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SALES TRAINING SERIES 





A good salesman can usually sell a customer what is best for her. This calls 


for knowledge of the product, the customer and what she can and can’t wear. 


If the shoe salesman presented his shoes with a like 
amount of respect and thought, the customer would be 
greatly impressed and think more of the man waiting 
on her, as well as of the shoes. 

Unfortunately, in many instances, shoes are not 
presented so carefully. On occasion, they are even 
handled carelessly and without thought of their value. 
Shoes that are soiled, misshappen from improper han- 
dling, are constantly being presented to customers. The 
salesperson usually expects the customer to go into 
ecstasies over them, and then wonders why they are 
turned down. 

Women customers generally have an idea as to what 
they want. However, they like to see a number of 
pairs before making up their minds. It is then the 
duty of the salesman to show a representative selection 
He must indicate that he is anxious to please and 
help make the decision. He becomes a shoe advisor 
and must be an expert in fashion. If a forced sale is 
made because not enough shoes were shown, the 
chances are that the shoes will be returned. 

Shoes should be presented to the customer as quickly 
as possible. Delay may antagonize. It makes the 
customer feel that she is not receiving enough atten- 
tion. It could also make her feel that the salesperson 
has no desire to please her. Consequently, a salesman 
who has been taking his time, can make the progress 
of the sale very difficult and may even lose it alto- 
gether. 

In the interest of promptness, the salesman should 
know his stock and where to find every shoe quickly. 

Before shoes are tried on, they must be examined 
for appearance. A soiled shoe can make a customer 
refuse to buy no matter how desperately she wants 
shoes. Here are some of the more common faults 
in shoes: 

1. The fabric bindings may be frayed. Either cut 

the threads off or singe them with a match. 

. The binding may gap unnecessarily. 

. Counters may be out of shape. Salesmen should 
re-shape them to make them look fresh. 

. Smooth leather may be dusty, scratched or nicked. 
Shine the shoes before you show them to the 
customer. They will not be sold if they have an 
“old” appearance. 
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by SEYMOUR HELFANT 


Manager, Smaller Stores Division, N. R. M. A. 


5. Oxfords may be laced. Unlace them. This makes 
them look fresh. 

. A drop of rubber cement may have fallen on a 
suede shoe, eausing an unsightly spot. Remove 
it. Just rub a ball of hardened rubber cement 
over the stain. 

. If black suede shoes look grayish, run them 
through the flame of a candle. The carbon of 
the candle adheres to the suede, making it darker. 
Caution must be used in trying the shoes on. The 
carbon may rub off. 

Exposed stock must be kept up to date, in good 
order and clean. The customer follows every motion 
the salesman makes when he goes to get her shoes. He 
must take the shoes with confidence and authority to 
make the proper impression on the customer. Any 
hesitancy creates a negative impression. The custome 
begins to wonder if the salesman really knows his 
business. 

When the customer does not mention the price that 
she is willing to spend for a pair of shoes, the sales- 
man must use his own good judgment. He must decide 
whether he will be wasting his time by showing shoes 
priced higher than customer wants to spend. At the 
same time he must not antagonize the customer. Many 
retailers start with a medium price and then watch 
the reaction of the customer when the shoes are pre- 
sented. If the price seems acceptable, it is wise to 
mention what good value they are. At the same time 
bring out the next higher price range and try to trade 
the customer up. She might be interested in the sec- 
ond pair. However, it would be unwise to PUSH the 
second pair and point out the poor features of the 
lower priced pair. Then, if she changes her mind 
about the second pair, you will also lose the less ex- 
pensive pair because of the unfavorable comparison. 
Therefore, speak only of the good qualities of both 
and do not use one against the other. 

It is always possible to “trade up” because there 
are many customers who are more interested in quality 
and value than price. 

No matter how inexpensive the shoes, the customer 

(CONTINUED ON PAGE 38) 
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The Positive Approach to 


N THE OCTOBER 15 ISSUE, we showed the 

break-even analysis of The Likely Shoe Store in 

its current operation. Now we shall concern our- 
selves with further interpretation and possible changes 
in Likely’s profit structure. 

The line NE on the accompanying chart represents 
the rate at which expenses rise with sales. It is con- 
structed by adding variable expenses of 10.57 per cent 
sales to the fixed expenses of $15,000. 

The line GK represents the current merchandise 
margin rate of 36 per cent sales. 

The point A at which the two lines intersect would 
measure $21,240 on the right hand scale and $59,000 
on the bottom or Sales Scale. This is Likely’s present 
break-even point, where merchandise margin of $21,240 
just covers a like amount of expenses. 

The points P (on margin line) and C (on the 
expense line) would measure $70,000 on the Sales 
Seale. And the line PC measures $2,800 on the right 
hand scale. This shows Likely’s present operating 
profit of $2,800 on $70,000 sales. 

The dotted line GL shows what would happen if 
Likely’s margin were lowered to 32 per cent sales. 
This new line would intersect the expense line at C, 
making this the new break-even point and wiping out 
the profit of $2,800 (PC). 

But if sales were increased by about 19 per cent to 
$83,000, as a result of this move, the $2,800 profit 
figure would be back (line P’C’). And any sales in- 
crease above 19 per cent would now show more profit 
dollars in spite of the lower margin per cent. 

From the factors in this chart, we are able to make 
certain important conclusions which will form the 
basis for profit planning. 

(1) We obtain a yield of $360 of maintained 
markup or margin dollars less $105.70 of 
variable expense, or net profit of $254.30 for 


every $1,000 of sales above the break-even 
point of $59,000. This is rapidly informative 
of the money available for re-investment in 
the business merely from the progress of 
sales. 

For every $1,000 of sales below current vol- 
ume of $70,000 the converse is then true that 
there is a loss of $254.30 in net profit. A 
sales drop of slightly over 15.7 per cent, or 
from $70,000 to $59,000 will results in elimi- 
nation of all profit. 

For every amount of $254.30 which might 
need to be permanently added to fixed ex- 
pense, the break-even point is raised by 
$1,000.00 

Fixed expense is entirely covered at break- 
even point and all sales above that point 
result in a 36 per cent margin which is 
reduced by only 10.57 per cent of variable 
expense without the need to cover any fixed 
expenses. To put it another way: every dollar 
of sales above break-even contributes 25.43 
per cent of itself directly towards profit 
(36 per cent less 10.57 per cent). 

We must at this point accept the premise that it is 
not difficult for any retailer, regardless of annual sales 
level, to know his initial mark-on, keep track of mark- 
downs and provide a dollar or percentage (cost or 
retail) reserve for stock shortage. From this starting 
point, and joining with the observations which we 
have made from the break-even chart, the following 
important management controls become available. 

(a) Having made proper use of our mark-on tests 
and thus arrived at regular and current con- 
firmation of mark-on percentages, we know 
the immediate effect of markdowns on main- 
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A BOOT AND SHOE RECORDER CONTINUING STUDY ... 


lool for Planning... 
“BREAK-EVEN POINTS” 


What happens when sales are boosted at the expense of markup ratios? 
What is the effect on profits of certain expense moves? Break-even charts 
show the interaction of these elements in a business. 


by MILTON BOGEN, CPA 


tained mark-up after estimating a reserve for maintain markup of 36 per cent (from origi- 
stock shortages. To illustrate, we use our nal markup of 40 per cent) we cannot take 
Likely model store with initial mark-on of more markdowns than $3,500 all year at 
40 per cent. $70,000 of sales (5 per cent of $70,000). Also, 

Literally, this means that if we wish to (CONTINUED ON PAGE 63) 





BREAK-EVEN POINT CHART BASED ON LIKELY’S PRESENT OPER- 
ATION AND SHOWING RESULT OF REDUCING MARGIN BY 4% SALES 
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What's In 


A Shoe 





And How To Sell It 


T’S said that children are called 
kids because they’re tough and 
hardy, yet are so gentle and 
So it is with kid leather. It’s 
goat which leads a 
rugged, hardy life. Yet its skin not 
only has great strength but a remark- 


tender. 
made from a 


able gentleness and softness. 

Kidskin has 
since time immemorial; and today it’s 
still one of the most popular of shoe 


been used in shoes 


leathers. 

Kid leather is made from the skin 
of either young or mature goats. The 
skin may vary in size from five or 
six square feet to only one square 
foot 
animal comes from, its size, how it’s 
fed, etc. 

Incidentally, the difference between 


depending upon the country the 


a kidskin and goatskin isn’t age or 
It’s a 
It’s called a goatskin when 


size. matter of trade termi- 
ne log y. 
it's in the raw, untanned form. After 
it’s tanned and finished, the same goat- 


All 


tanned goat leather, thereby, is kid 


skin is now called a_ kidskin. 
leather or kidskin. 

Kid is one of the most versatile of 
shoe leathers. It plays a leading role 


by 


in women’s high-fashion shoes; it’s 
the most popular leather for men’s 
and women’s comfort shoes, as well 
as for orthopedic footwear. It’s used 
flatties, 
casuals, playshoes, and in slippers. 


in such shoes as ballerinas, 


Some is used in certain types of chil- 
dren’s shoes. It is frequently used as 
linings (sock, quarter and vamp) in 
better grade women’s shoes. 

An estimated 95 per cent of all the 
kid leather produced in the U. S. is 
used in shoes. 

We commonly use the expression, 
“It fits like a kid glove.” It is 


wonder, then, that kidskin perfectly 


noe 


meets the requirements of high-fash- 
ion footwear and comfort shoes alike. 
It clings snugly to the foot—almost 
sensually—so that a kidskin shoe gives 
the foot a graceful, feline look in 
fashion footwear. In comfort shoes, 
it means that the shoe can fit snugly 
without the leather imposing distress- 


Con- 


sidering that one-fourth of the entire 


ing pressure against the foot. 


hody’s 208 bones are in the feet, the 
attraction of kid’s natural softness is 
obvious. 

Kid continues to play an enlarging 
role in fashion shoes, from high-style 


WILLIAM A. ROSSI, Field Editor 


dress types to flattie and skimmer 
One reason is because kid is 
leather. 


types. 
such an easily “workable” 
For example, it can be more easily 
draped and pleated than any other 
leather. Kid leather pioneered in bril- 
liant shoe leather colors, and still does 
because the nature of this leather 
makes it ideally receptive to taking 
and holding colors. Kid leather also 
has the trait of making the foot look 
smaller. It might be called the “sex- 
iest” of leathers because it clings 
skin-tight to the foot, sensuously shap- 
ing itself to every contour of the foot 


in motion. 


Its Distinctive Character 
Kidskin has a number of distinctive 
characteristics. Despite its “thinness” 
it’s just about the strongest of all shoe 
leathers. It’s also the most porous or 
It has tre- 


“breathable” of leathers. 


mendous resilience. It has extreme 


softness and suppleness. It has high 
scuff-resistance. It is one of the light- 
est of all leathers. Sometimes known 
as the “queen” of shoe leathers, it 
symbolizes elegance and beauty. It 
durability and wear 


has_ excellent 


value. 


Examples of different types of kidskin surface textures or finishes. 


¥ 


Metallic surface (silver). 


Transparent Kid—a new finish. 


Shrunken Kid with glazed finish. 
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Kid Leather 


Kid is one of the most versatile shoe leathers. It is important in women’s 


high-fashion shoes but is popular also for men’s and women’s comfort shoes. 


Its 
“delicate” appearance is deceptive. 


Take a look at its strength. 


Tests conducted on a whole range of 
shoe leathers at Massachusetts Insti- 
tute of Technology show kidskin, with 
a 100 per cent rating, as the second 
strongest of all shoe leathers (kanga- 
roo is first, with a comparative rating 
of 117 per cent). Kidskin is 10-28 
per cent stronger than many of the 
ordinary shoe leathers. 

Kid is a highly porous or “breath- 
able” leather. A square meter of kid 
leather can “breathe out” 1626 grams 
of foot moisture a day. A kid leather 
shoe has thousands of tiny pores, 
barely perceptible to the eye, yet 
serving as a wonderful air-condition- 
ing system for the foot. It’s one of 
the comfort of kid 


leather 


secrets of the 
keeping the foot comfortable 
and dry and fresh-feeling. 

Another characteristic of kid is its 
high resiliency of “stretch”; that is, 
its ability to stretch under pressure 
and instantly return to its original 
position when pressure is released. 
Kid “gives” as much as 42 per cent 
under stress, yet immediately returns 
to normal size. Considering that over 
700 tons of weight is borne by shoe 
and foot daily, this natural resiliency 
of kid leather is a tremendous asset to 


Smooth-surface Kid Lining Leather. 


December 15, 1958 


Acknowledgment is made to the Kid 
Leather Guild for its assistance in the 
preparation of this article. 
the comfort and shape-retention of the 
shoe. 

Kid’s natural strength gives it high 
scuff-resistance and durability. It also 


the 


without 


provides desired lightweight 


leather sacrifice of wear 
value; it also lends a look of delicate 
sacri- 


elegance and luxury without 


fice of serviceability. 


Varieties of Kid 

There are various distinctive types 
of kidskin: suede, glazed, shrunken 
or crushed, metallic, lacquer, or com- 
binations such as_ glazed-shrunken. 
This variety again demonstrates the 
versatility of kid. 

Kidskin is highly receptive to dif- 
ferent kinds of surface finishes, each 
resulting in a different look of the 
leather. For instance, a dull mat fin- 
ish, or a semi-gloss or “shadow” kid. 
Let’s take a closer look at some of 
these. 

Glazed kid (you sometimes see it in 
its French term of “glacé”) has a 
glazed or polished glass-like look. And 
with good reason. too, for its grain 
surface is actually polished with a 
glass cylinder under great but con- 
trolled pressure. Under the heat and 


Crushed Kid. 


friction the surface, treated previous- 
ly with a special coating of “season- 
egg albumen, 
takes on a high 


ing” compound (casein, 
milk, glycerin, etc.), 
lustre characteristic of glazed kid. 
The treatment brings out the beauti- 
ful grain and gloss of this smooth- 
soft leather that emanates elegance 
whether in black or white or in pas- 
kid. 
which was newly developed soon after 
the introduction of the chrome tan- 
American 


tels or bright colors. Glazed 


oc 


ning process in 1884, is an 


original. It has since remained one 
of the most popular perennials in the 
kid leather family. 

Suede kid has today the 
It takes beautifully to 


become 
ace of suedes. 
dyes or colors, as well as black and 
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Suede Kid. 


Glazed Kid. 
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,, fashion-wise lady — whether shopper, 
J‘ sports spectator or suburbanite — 
appreciates smart, comfortable casual wear. 
This popular boot creation features BORG 
100% Dynel Trim and Nylon Lining to meet 
milady’s fancy. Soft, durable and so light- 
weight, BORG deep-pile fabrics offer the 
ultimate in style and luxurious foot comfort. 
Look to BORG for the very finest. 








FABRICS OF THE FUTURE 
ARE YOURS TODAY 


BORG FABRIC DIVISION 


The George W. Borg Corporation * Delavan, Wisconsin 
In Canada ... Borg Fabrics Limited * Elmira, Ontario 





Presenting the Shoes 
(CONTINUED FROM PAGE 33) 


must always be made to feel that 
she is receiving the best value possi- 
ble and getting the best attention. 

Customers do not care if a certain 
shoe is a best seller for you. They 
are only interested in purchasing 
shoes suitable for them. When they 
are told about the popularity of cer- 
tain shoes it could have negative 
results. The customer could feel that 
the shoe was being forced on her. 

It is never wise to show a cus- 
tomer more than three pairs of shoes 
at a time. It may confuse her. Make 
her feel that you are extremely 
anxious to please her and that you 
would show her every shoe in the 
store if necessary. There are clever 
salesmen who can convince their 
customers that they would show as 
many shoes as the customer would 
look at, but they are only presenting 
the ones they think best suited to 
the needs of the customer and that 
would be most comfortable. In that 
way they limit the shoes presented 
and make the customer feel that she 
is someone special and that a great 
deal of care has been taken to ana- 
lyze her particular needs. 

If the customer has a feeling that 
the salesperson is holding back on 
her and is not showing all the shoes 
that he can, he can lose the sale very 
easily. 

Remove rejected shoes. Leave 
those that have sales possibilities 
before the customer so that she can 
make her selection. This will avoid 
confusion. 

Stop showing shoes when the cus- 
tomer shows interest in a particular 
pair or pairs. That is the time to 
concentrate the sales-talk on the fine 
features and selling points of the 
shoes that interest her. It is at that 
time that the customer should be 
helped to make a decision. Make her 
feel that she is doing her own decid- 
ing and that she is purchasing the 
best value for the money. 


Leland Meyer, manager of the 
semi-self-service department in the 
W. H. Belk Company store at 
Broadview Plaza Shopping Center, 
Atlanta, has been named manager 
of the 10-store Meyer Brothers’ op- 
eration in Houston. Succeeding 
him in Atlanta is Earl Egan, from 
Texarkana, Ark., and Jackson, 
Miss. 
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The Kicking Barrel 


Only those with fitting-stool calluses can appreciate the relief of a kicking 
barrel in the back room. But a shoeman’s life also has its lighter moments. 


VERY week—or at least every 

other week—you see cartoons 

depicting the plight of the 
poor shoeman waiting on a feminine 
customer. These cartoons 
scuff the surface of a relationship 
which is thousands of feet deep. 

A shoe store is one place where 
ANY woman can expect to have a 
man at her feet. The very servility 
of the shoeman’s position invites the 


scarcely 


release of feminine frustrations, and 
do they make the most of it! Natu- 
rally, this does apply to all 
women. However, there are enough 


not 


of them to keep the cartoonist in 
material. 

He usually depends upon two some- 
what obvious themes—the melancholy 
patience of the clerk surrounded by 
mountains of footwear and the im- 
passe created by the woman suffering 
from a size fixation. Only those with 
fitting stool calluses can appreciate 
the relief afforded by the kicking bar- 
rel in the back room. But a shoe- 
man’s life isn’t all cuffs and kicks. 


The Kicking Barrel 


In the waning days of the high 
topped shoe I waited on the fat lady 
She asked 
for a pair of high topped black suede 
shoes with kidney heels and added, 
“IT likes ‘em laced affectionate, boy.” 


from Ringling’s circus. 


She was accommodated even though 
the affectionate lacing elevated con- 
siderable adipose tissue which accu- 
mulated in a massive roll above the 
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shoe tops. Happily, she lurched to 
her feet and stamped them. The eye- 
lets burst all the way down. The 
genial soul laughed and ordered two 
more pairs with gussets in the back- 
seam. 


“I likes ’em affectionate.” 


One customer, afflicted with exces- 
sive modesty, compelled the clerk to 
include part of her skirt along with 
her “limb” as he laced the shoe up. 
When she stood up, her hem was 
anchored so tightly in the shoe that 
her waist band gave way. 

High topped footwear was high 
fashion during my early years in the 
business, which began as stock boy 
in my father’s store. When the clerks 
were rushed, my job was the reloca- 
tion of buttons where the terrain re- 
My 


came when | was twelve. 


quired it. first stab at selling 

It was a busy Saturday night. The 
store was jammed with lumberjacks, 
farmers, and townspeople. During a 
breather from the button battery | 
saw a handsome young man sitting 
unattended on the round tufted settee 
nearby. I decided I’d better start him. 
(Get a shoe off and out of sight. Then 
he can’t walk out on you.) 

That man certainly wanted shoes. 


by SLOAN CULVER and 

JEAN JAMISON BOETTIGER 

Sloan Culver began his activity in the 
shoe business in 1909 as stock boy in his 
family’s store at Eau Claire, Wisconsin. 
He has worked for Lindner Co. and Chis- 
holm Boot Shops of Cleveland, Gold & 
Co. of Lincoln, Nebraska, and, of course, 
H. L. Culver & Sons of Eau Claire. He 
is at present vice president of H. L. Culver 
& Sons. 

Jean Jamison Boettiger is associate edi- 
tor of Park Maintenance Magazine. 


He bought everything I showed him, 
and I showed him plenty—from cloth 
top patent leather dress shoes to lum- 
berman’s pacs and Romeos. Though 
we usually gave them away I| sold him 
a button hook for his dress shoes for 
a nickel. By the time I'd fitted rub- 
bers to his three pairs of oxfords, his 
pile of purchases looked as though a 
dump truck had unloaded. 

Fearful that he’d notice how much 
he was buying, I pushed part of the 
loot under the settee and kept on sell- 
ing. He had just approved of a pair 
of “Hunkidori” hunting boots when a 
man leaned over us and said, “Come 
David. Put on shoes. It’s 


on, your 


Just Resting. 


time to go home.” The man was the 
superintendent of the County Insane 
Asylum. 

My staying in the shoe business for 
almost four decades might indicate 
that I should have gone home with 
sold 


David. During those years | 


shoes in small specialty shops, in 
chain stores, in department stores, in 


(CONTINUED ON PAGE 58} 
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THE WC 

BOX TOE AND LINING 

TRIMMING MACHINE 
MODEL C 


Prepares men’s, women’s and children’s shoes 
for flat toe lasting 


® PREFORMS THE TOES 


® TRIMS LOOSE LINED, COMBINED LINED 
AND UNLINED SHOES UNIFORMLY 


® PRODUCES IDEAL CONDITIONS FOR 
FLATTER BOTTOMS AND SHARPER 
FEATHER LINES 





JJnited. SHOE MACHINERY CORPORATION 


Boston, Massachusetts 
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Mid-Atlantic Aimed 
At Last Spring Buyin 


The Mid-Atlantic spring and summer show provides a last chance to buy for Easter 
and an opportunity to complete inventories for the “Second Spring”—April to June. 


WALTER P. PALMER 


N estimated 1400 retailers and buyers are ex- 
pected to take advantage of the month-earlier 
timing of the Spring and Summer Showing of 

the Mid-Atlantic Shoe Show, Inc., to be held January 
1 through 7 at the Benjamin Franklin Hotel, Phila- 
delphia. 

The January 4 through 7 period—which is 11 weeks 
before the early Easter, March 29—provides retailers 
and buyers a last chance to round out their spring 
and summer lines while a time buffer still exists before 
Easter. 

The 1400 buyers and retailers who attend the shoe 
show will meet with hundreds of travelers, manufac- 
turers, and wholesalers exhibiting approximately 300 
lines. The show is actually a market week for the 
entire shoe industry. It draws shoemen from a great 
radius about the Quaker City where it is held, encom- 
passing the following states of the mid-Atlantic area: 
New York, New Jersey, Pennsylvania, Delaware, Mary- 
land, and Virginia. 

Another factor stimulating interest in the Mid- 
Atlantic shoe event is the fact that this year the shoe 
industry will have what amounts to a “second spring.” 
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The extraordinarily early Easter, March 29, will mean 
that three full spring selling months, April, May, and 
June, will fall after the holiday. Retailers, chains, and 
department stores will be able to mount two fully- 
expanded spring selling campaigns before the sum- 
mer doldrums set in. The Mid-Atlantic showing will 
provide retailers and buyers a final opportunity to 
place orders for the extension of the spring selling 
season. 

A feature of the show will be the Hospitality Center 
which will be set up at the hotel to make coffee and 
The 


Center will be so arranged that shoemen will be able to 


snacks available to the shoemen in attendance. 


carry out business discussion while there. As a reg- 
istration prize a lucky retailer or buyer will win an 
all-expenses-paid trip for two to the Roney-Plaza Hotel 
at Miami Beach. 

Walter H. Palmer, president of the show corpora- 
tion, in commenting on the opportunities open to re- 
tailers and buyers in attending shoe shows such as 
the Mid-Atlantic event, said: “Today the man at the 
fitting stool is left with only four days to see new lines 
—Monday through Thursday. This is because of the 
Where 


Saturday used to be the heaviest selling day, Friday 


changing purchasing habits of consumers. 
is becoming equally as heavy. Also on many occasions 
the retailer’s day is broken up by a great many other 
business or personal obligations. The consequence is 
that the retailer is having more and more difficulty 
gaining an objective view of overall trends. By attend- 
ing a show he is brought up to date. 

“I might add.” Mr. Palmer said, “that this year the 
Mid-Atlantic Spring and Summer Showing is especially 
well timed to provide retailers and buyers with an op- 
portunity to finalize their inventories for Easter—1} 
weeks after the show—and for the three fine spring 
selling months that follow.” 

Josh H. Kimmelman, vice-president of the Mid- 
Atlantic “Many 
booked orders for more shoes than they can make. 


Corporation, said: factories have 


Some of them simply will not be able to make de- 
liveries. The shortages in certain types of leather are 
50) 
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HOWARD & FOSTER 


Gentlemen’s Finer Shoes Since 1888 
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Cold Weather Helps 
Sell Shoes at Chicago 


LONG delayed cold weather has 
given extra zip to Chicago retail 
shoe business. The traditional Sat- 
urday after Thanksgiving official 
Christmas opening has also helped 
support promotions of slippers and 
other footwear gift items. Thus, 
shoe retail business in the entire 
Chicago area wound up the year in 
a much healthier state than it did 
a year ago. 

Fall sales records are good, de- 
spite deterrents in prolonged warm 
weather. The outlook for Christmas 
and dress shoe business is excellent, 
with forecasts into early spring even 
better. The retailers only concern 
now is deliveries. It’s a fact that 
there are already some shortages and 
the situation may grow more acute 
as the spring selling season pro- 
gresses. 

There’s a healthy sprinkling of all 
styles selling across the board at 
this stage of the season. Calf and 
suede have both had a good carry- 
over. Patent sales are beginning to 
accelerate and will become increas- 
ingly important for the next two 
months. The brushed suedes continue 
strong. Pumps remain the preferred 
patterns, but the new strap versions 
are gaining favor and so are 
the various bow trim adaptations. 
Springolators have come back strong 
with stores that have promoted 
them, indicating that the closed 
pump may have reached its peak. 
Any of the pattern variations such 
as Springolator, sandals, and opened 
up pumps do well when offered in a 
variety of colors and materials. Such 
high colors as light blue, greens, 
turquoise, orange, and some bones 
have done extremely well for this 
early in the season. On the high 
fashion side, fur effects in tiger 
stripes of green, grey, or brown 
with black calfskin have helped 
create salon traffic and _ brought 
reasonably good pairage. 

Retailers are not overlooking pro- 
motions as business improves. In 
fact, they are stepping them up, as 
competition for the consumer dollar 
grows keener. This is, and will con- 
tinue for some time to be an era of 
so-called “hot items”. These are one 
style or one item featured for short 
intensified presentation. Even some 
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of the top grade departments, thus, 
feature pumps at $7.95 and $8.95, 
and budget departments $5.95 alli- 
gator calf at $5.95. Stormwear boot 
specials for both men and women at 
$7.95 are another example. 


Early Call for Slippers 
Noted at Boston 


AN early demand in Boston for 
slippers and other gift merchandise 
helped to compensate for a tempor- 
ary lag in the call for dress shoes. 
As early as the third week in No- 
vember, department stores had ex- 
panded their slipper bar sections. 
Women’s specialty stores had opened 
two or more in strategic locations. 
Shoe stores trimmed their windows 
with mules and fur-lined, soft sole 
comfort types. In addition, bags, 
hosiery, ornaments and even certifi- 
cates were much in evidence. 

Colors in slippers, it was noted, 
were much the same as those now 
appearing in spring and summer 
casual and dress lines. The same 
range appeared in practically all 
price brackets. 

Closed pump types in both leather 
and fabric were selling for formal 
evening wear at the Bonwit Teller 
store in the Back Bay shopping sec- 
tion. It was commented here that 
women this year are choosing colors 
which contrast harmoniously with 
their evening gowns rather than buy- 


ing matching colors. Light greens 
and champagne were said to be new 
favorites. In slippers, mules with 
high heels sold better than other 
patterns—some in bright red, others 
in black or in pastels such as pink 
and light blue. 

Mules with somewhat lower heels 
sold at the Curtis Enna Jettick store 
on downtown Tremont Street. So, 
too, did more conventional slippers, 
many with soft soles. Reds, pastels 
of many kinds, royal blue and black 
were popular, it was said. Satin was 
a favored material. 

Three pumps imported from Italy 
were featured by the Joseph Antell 
store at Zero Newbury Street. Two 
were offered in black, navy, red or 
light brown llama calf. The third 
came only in black calf with a red 
llama tip and bow—a study in con- 
trast. 


Strong Finish for °58 
Predicted at Milwaukee 


THE consensus at Milwaukee is 
that 1958 will end on a strong note 
for the retail shoe trade. Retailers 
kicked off their holiday promotions 
with enthusiasm. Santa Claus pa- 
rades appeared earlier than usual, as 
did Christmas and cruise wear dis- 
plays. 

One thing is certain—the retail 
shoe business is more competitive 
here than it has been in the past. 

(CONTINUED ON FOLLOWING PAGE ) 








Foot Pals 
by Wall Streeter 


For Men and Young Men 


1 95 


PAIR 
A touch of elegance ... via these boot- 
seam brogues! A combination of manly 
elegance and ease! Styling reflects a 
skilled craftsman's pride... and a fas- 
tidious man's taste! The Wall-Streeter 
tradition of fine showmanship .. . is an 
integral part of Foot-Pals! 


BOOT-SEAM BROGUE ... black, brown or wine 
leather. 


Men’s Shoe Store—Street Floor 


For street and dress wear the blucher has gained the summit of fashion acceptance 
and today stands unchallenged in moc fronts and plain toes. The Wall-Streeter 


styling shown above is typical. Providence, R. 1. (4 cols). 
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Industry veterans cannot recall any 
time when consumers were being 
tempted by as large a variety of 
footwear offerings and so many re- 
tail outlets in which to make their 
purchases. 

Most downtown buyers agreed that 
they have been enjoying a fairly 
good run of fall business. Their fig- 
ures took a sudden dive, however, 
in mid-November, and shoe mer- 
chants were hoping the dip was only 
the proverbial lull before the storm. 

Neighborhood shoe dealers caught 
in the tight squeeze between the 
more aggressive downtown stores 
and the new shopping center com- 
petitors are being forced to put 
forth more promotional efforts. The 
neighborhood stores have not been 
faring too well; several old line 
family shoe outlets estimated their 
fall volume was down about 10 per 
cent. Wintry weather, when it ap- 
pears, is expected to improve the 
outlook for the neighborhood dealers. 

Silk fabric shoes to complement 
the new style dresses for holiday and 
cocktail party wear are meeting with 
favor. Calf shoes in metallic green, 
bronze, pink and beige are also being 
successfully promoted in fashion 
salons. 

Black still leads the color derby in 
women’s shoes. Vying for second 
spot, according to several fashion 
buyers here, are emerald greens and 
royal blue numbers. 

Packard-Rellin reported a grati- 
fying response to their offerings of 
fashion boots at $18.95 and up. The 
store rang up a complete sellout of 
genuine mink trim fashion boots 
featuring 19/8 heels and pointed 
toes. Says the buyer: “Women are 
tired of clumsy, heavy boots; these 
new styles are so attractive to them 
that they can’t resist buying a pair.” 


Statistics Show °58 Sales 
Ahead of °57 at Denver 


IN keeping with the Tenth Fed- 
eral Reserve Bank figures for retail 
sales and department store sales, 
shoe retail business in the mountain 
states area was running ahead of 
1957 in December. With two good- 
sized snowstorms, unusual for so 
early in the year, Christmas promo- 
tions and overall good economic con- 
ditions in Colorado adjoining states, 
practically all shoe retailers were 
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predicting year’s end sales totals 
would far exceed those of 1957. 

Women’s shoe business was espe- 
cially good the past month, chil- 
dren’s was topping last year’s fig- 
ures, and men’s shoe business was 
reported as “fair.” Some retailers 
reported a dropping off to a small ex- 
tent in higher-priced women’s shoes 
and luxury types of slippers. Slip- 
per business, however, was off to the 
best early start for some time. Den- 
ver; Topeka, Kan.; Albuquerque, 
N. M.; Salt Lake City and Tulsa, 
Okla., were reporting increases as 
much as four per cent ahead of last 
year in shoe retail sales, and smalle. 
cities and towns on both east and 
west slopes of the Rockies were op- 
timistic over pre-Christmas 
ness. 

“Slippers are selling well, but in 
our stores they have become a vear- 
around business,” said a buyer for a 
large independent chain of family 
stores. “Basically, our heaviest re- 
orders have been on the $5 retail 
slipper, but as Christmas nears, we 
are selling more of the expensive 
items.” 

Many stores attributed their sales 
increases to the demands for snow 
und ski boots and other outdoor 
wear. Some retailers said that in the 
teenagers’ shoes, the increasing fad 
for boot type shoes in various colors, 
particularly red suede and in beige 
tones, were spelling extra sales vol- 
umes. By mid-November, a number 
of metropolitan stores had started 
some spring promotions. 

One store reported a “sellout” of 
city boots, particularly in college 
centers such as Boulder, Denver, 
Greeley and Colorado Springs. 
Three popular patterns included a 
back-buttoned chemise-styled boot in 
yucca or black plush and in pumpkin 
burnished leather, a_ side-buttoned 
combination of black napoli with red 
plush, and a turtleneck in black 
glove leather with multi-color knit 
“collar,” all selling at $12.95. In wo- 
men’s higher quality salons, in addi- 
tion to party-type slippers of lusters, 
velvets, fabrics and jewels, it was 
reported that popularity was grow- 
ing for new instep-straps with new 
extended soles and stiletto heels, 
especially in black matte calf and 
benedictine calf, selling at around 
$30. 

Slip-ons accounted for many men’s 


busi- 


wear sales the past month, from 
black and brown alligator calfskin 
selling at $25.95 and light, flexible 
slip-ons in tan or black llama calf- 
skin hand-crafted numbers retailing 
at $27.95 down to the moccasin types 
retailing around $12 to $15. There 
was a growing demand in one large 
men’s shop for  antique-finished 
three-eyelets built on narrow lines in 
light weight, selling at $15.95 to 
$19.95. Dressy evening wear was 
beginning to sell, too, in men’s 
shops. One store reported volume 
business in a black, soft, imported 
smooth-boarded calfskin in a two- 
eyelet with narrow toe, retailing at 
$24.95. 


Christmas Slippers Sold 
In Volume at St. Louis 


ST. LOUIS dealers expect their 
December shoe sales to more than 
make up for the November sluggish- 
ness. Surprisingly enough, in both 
downtown and suburban outlets No- 
vember figures showed five to ten 
per cent increases over last year. 
However, footwear sales were dismal 
that 1957 month. 

Volume sales of Christmas slippers 
are helping raise totals, especially in 
the men’s category. Gift slippers and 
slipper-gift certificates are being 
widely pushed. 

Continued interest in women’s low 
boot-type leisure-sport-campus shoes 
has done much to help boost dollar 
totals in the casual category. Lauded 
by women of all ages for versatility, 
these chukkas are moving best in 
black brushed, followed by natural 
buck and gray in that order. Some 
red boots are being picked up for 
complementing red corduroy or vel- 
vet hostess pants. 

Black matte calf pumps touched 
with black faille bow or banding 
trim are current favorite types for 


holiday parties, along with high 
rising tongued or buckled 23/8 


pumps of rich lustrous black fabrics, 
Middle of the road stores say that 
for them the plain black calf pointed 
toe pump is their major item, with 
many women buying this toe for the 
very first time. 

Children’s basic stocks are moving 
fairly well, including storm boots. 
For pre-teen girls, black nylon velvet 
scuff-proof saddle oxfords and one- 
strap pumps are gaining extra favor 
every day. Dressy enough for young- 
sters party wear, sturdy enough for 
school, spot resistant and easy to 
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care for, the nylon velvet pairs please 
daughter-demands for prettiness, 
mother-demands for durability. 

Record high warm days in St. 
Louis all during November kept 
growing boys and high school boys 
in their September-bought black loaf- 
ers. With weather colder now, re- 
placement pairs have been in the 
wing tip black or brown five eyelet 
brogue types. 

Lightweight black, gray or vicuna 
sueded ties continue as school day 
teen’s best seller. Ribbed crepe-type 
soles are running about even with 
foam crepe. For dates, teenage girls 
are buying flat heeled skimmers, 
both black smooth and black suede; 
little heel pumps, tapered toe, black 
smooth leather with flat bow trim 
on vamp: and 18/8 black smooth 
leather pumps with pointed toe. 


Black Types Selling Best 
For Xmas at Minneapolis 


BLACK continued to be the lead- 
ing color in women’s Christmas shoe 
selling at Minneapolis, although 
there was considerable interest in 
high shades. Such red, 
green, blue, pink green-gold 
were selling. 

One manager pointed out that he 
had even done well with navy blue 
ealf for early spring wear and that 


colors as 
and 
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black patent also had moved well. 
His experience with patent was 
shared by the manager of another 
popular priced operation. Generally, 
there seemed to be the greatest ac- 
tivity in calf leathers, which were 
said to be much better than suedes. 

A variety of fancy shoes for the 
holiday trade moved, too, including 
silver, gold, silks and dyeable num- 
bers along with some plastic styles 
for dressy evening wear. 

There appeared to be more activ- 
ity in the medium (18/8) heel, al- 
though some high (23/8) heels also 
were bought. One specialty shop 
manager said that he had done very 
weil with the new 21/8 heels and 
that many of the new shoes were 
coming in with such a heel. 

The buyer of a medium priced de- 
partment of a large store said that 
pumps were still his best style, espe- 
cially pattern pumps. There was not 
too much activity in casual styles, 
though. 

Activity in men’s shoes generally 
was good throughout the city with 
all fall shoes, both heavy as well as 
lightweight numbers, moving. The 
loafer still continued to be the best 
seller in casual shoes. The manager 
of a specialty store’s department 








David Evins. that magnetic master of footwear fashion. unveils the incredible, stick-together strap! 


How that man defies convention! A mere designer might feel bound by buckles, ties and buttons. but not t! 
markable David Evins. He creates shoes with straps that neither buckle, snap or catch the device | 

the straps tenaciously, and only a strong, firm motion pulls them apart. Each of these slender silhouettes sho 
tures this new detailing. Right, black suede high heel with black faille 


1 
and satin trim 


$55. each pair. Meet Mr. Evins at Westroads next Tuesday and Wednes 

day. November 4 and 5, and see his breathtaking. new collection of holi 

day. late day, resort and early spring footwear. Exclusive at SBF Shoe . ¥ 
Salon—Fashion Floor. Third. Westroads 7 


Left. black call midway heel with black suede trim 





The inner workings of the new hook-and-loop closure are expertly revealed in 


this ad by Stix, Baer & Fuller, St. Louis. 


The two patterns of sabot-strapped 


pumps direct the eye to “David Evins holiday collection" (8 cols.). 
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November’s voiume 
above that of last 


said that this 
was slightly 
November. 

Children’s shoe business continued 
on its high plateau of the past sev- 
eral months. There was considera- 
ble activity in sales of dress shoes 
for the coming holidays, and black 
much better than brown in 
boy’s shoes. Nylon velvet was espe- 
cially big in girls’ styles, followed 
closely by patent. Western boots also 
were being bought—some for Christ- 
mas gifts. There was also an early 
avalanche of sales of bedroom slip- 
pers, which one store operator 
pointed out materialized much earlier 
this year than last. 

Generally, most operations were 
making plans to promote holiday 
items and looked for good business 
in such gift items as slipper, novelty 
boots and casual numbers. 


was 


San Francisco Shoe Stores 

Use Vivid Christmas Hues 

Shoe window and interior decora- 
tions seemed especially colorful this 
year at San Francisco with mixtures 
of brilliant red, gold, silver and 
white, with an occasional splash of 
vivid blue. And the gay color appeal 
was carried on into the merchandise 
displays. 

Under the caption ‘Merry Christ- 
mas Wrappings For Your Feet” 
Summer & Kaufmann featured slip- 
pers and flats in rich black or white 
satin heavily embroidered in gold. 
The White house played up the color- 
ful Mukluks for all the family. C. H. 
Baker had brilliant blue pumps of 
suede, and other shoe merchants fea- 
tured models in gold brocade with 
gold kid T-straps, and a variety of 
brocade satin numbers. 

Joseph Magnin has “garden-walk”’ 
pumps in “cut-velvet bouquet placed 
on satin, red on red or yellow on 
black,” at $37.95, as well as warp- 
dyed silk prints in green, blue and 
red at $32.95. 

Of a little different luxury na- 
ture was the showing of alligator 
pumps at Frank Werner’s in sable 
brown at $59.95 with a matching 
king size bag priced at $279.95. 

Flats and walking shoes also re- 
ceived a big pre-Christmas play in 
most of the leading stores. Byron’s 

(CONTINUED ON PAGE 60 
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Profile: Harold K. Burton 
(CONTINUED FROM PAGE 26) 


ten-foot store on one of Macon’s 
busiest streets. Then, as now, money 
and a lease were only part of it. A 
fellow had to have a stock of shoes; 
and they were hard to get. Sure.. 
factories were producing at capacity 
but there wasn’t enough to meet the 
demand. Burton made some con- 
tacts. A few hundred pairs were 
promised to him on a regular basis. 
The shipments came through . . 
and he was in business. 
Today, just four or 


five doors 


down from that original ten-foot 
wide store, he has his main store 
. on a busy corner. There’s a big 
neon sign with his name on it. 
There followed other stores ... 
all situated within easy driving dis- 
tance from Macon. One is located in 
Thomaston. Another is in Albany 
and a third, in Statesboro. He has a 
leased department in a children’s 
shop on the outskirts of Macon. His 
newest outlet is at Warner Robins, 
some twenty miles out of Macon... 
a town that sprang up as a result of 
the Air Force’s supply depot being 
located there. The town has 17,000. 





NAPPY... LIGHT 
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BREZNER’S 


] 
| 


Wa 


‘*BRUSHIE’’ 


The SPLIT with the 


SALES PERSONALITY 


Treat your volume shoe styles to a rich, deep nappy 
leather that sells on sight! Wonderfully versatile, Brezner's 
““Brushie’’ works easily, cuts economically . . . AND its 
finished back lets you use it unlined for fashion-important 
lighter footwear. Boost shoe sales! Cut costs! Style with 


““Brushie’’. 


Fast delivery on wide selection of new and standard 


colors. 


Send for swatches or contact your representative ... TODAY! 





LOOK TO BREZNER FOR 


a7, 
Ul 


Kafe 


LEATHERS 


THE BREZNER DIVISION of the ALLIED KID COMPANY 
145 South Street, Boston 11, Massachusetts 





Hundreds of others work there but 
drive back and forth from a wide 
area. However, they do their shop- 
ping at Warner Robins. 

“There’s nothing like the retail 
shoe business,” says Burton. “But a 
fellow needs to be on his own to 
really make the money out of it.” 

When he opened that first ten-foot 
wide store, he never dreamed he 
would have six outlets. He attributes 
it to: “Life was good to me. Fate 
was kind and I’ve kept growing.” 

Looking after these stores hasn’t 
been too much of a problem for him. 
He has the key to that . . . finding 
the right kind of people to work for 
him. It’s the same today as it was 
back in the days when he first 
started. “You’ve got to be good to 
the people who work for you. Make 
them feel they belong... are an im- 
portant part of your organization. 
They, in turn, will work for you,” he 
says. Managers for each one of the 
stores are carefully selected and 
trained. One manager owns stock in 
the store where he works. “I’m will- 
ing to make any of them stockhold- 
ers,” says Burton, “when they show 
me they’ve got what it takes.” 

He’s so sold on retailing he is 
“indoctrinating” his son who is now 
in high school. “He works on Satur- 
days,” says Harold Burton and 
proudly adds: “And do you know... 
the other day he just about out-sold 
everyone in the store. 

“There’s a feeling among a lot of 
people that going into business for 
one-self is something to be avoided 
today. Nonsense! There is. still 
plenty of money to be made in spite 
of taxes and the high cost of living.” 





Jim McHenry, Jr., of Juvenile 
Shoe Store, Sheboygan, Wis., was 
named one of the first four winners 
in a contest sponsored by the Good- 
year Tire & Rubber Company .at 
the National Shoe Fair. Guests 
were invited to guess the number 
of times Goodyear’s “Mr. Neolite” 
character flexed a shoe in the com- 
pany’s mechanical exhibit for Neo- 
lite soles. Official count during 
working hours of the five-day 
show: 79,734 flexes. The other top 
winners: William C. Mooney, Free- 
man Shoe Company, Beloit, Wis.; 
Mrs. Betty M. Williams, Shoe Cor- 
poration of America, Rockford, IIl., 
and Joseph B. Gross, Monroe Shve 
Store, Watertown, N. Y. 
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Manufacturing News 





St. Louis 


Sr. LOUIS producers continue to believe that business 
volume for next spring will be excellent. All things point 
that way. Orders placed by retailers at the many regional 
shows were listed as good. The cash position of retailers is 
apparently stronger than usual for this time of year. as in- 
dicated by improved settling of retailers’ credit obligations. 
Make-up divisions say that orders are coming in strong. 
well over and beyond dealer’s regular in-stock orders. 

In general, bookings for spring and summer shoes are 
running as much as 20 per cent higher than at this time 
last year. Production is close to capacity level for some 
firms. Shoes scheduled for December delivery are getting 
out on time for the most part, in spite of stepped up vol- 
ume. Deliveries in both January and February should be 
unusually heavy, manufacturers here cheerfully report. Not 
se cheerfully, they say that continued rising costs are play- 
ing havoc with profits at every turn. 

Utrilon shoes will be distributed by International Shoe 
Company under a recent agreement covering a three-year 
period. Production for United States distribution began 
about December 1 in Utrilon’s Puerto Rico plant. with de- 
liveries to retailers planned for February, 1959, in time 
for the spring selling season. The shoes are sandals and 
casuals, injection moulded synthetic one-piece footwear. 
available in styles and sizes for men. women and children. 
designed to retail at $1.98 to $4.98. ? 

International’s general line branches will sell the shoes 
under the brand name “Fleets”, while the Utrilon trade- 
mark will be used on those shoes distributed by the Sen- 
tinel and Hampshire sales divisions. Retailers had a chance 
to see the new line at the Popular Price Shoe Show. Perma- 
nent displays will be maintained in all International sample 
rooms in the United States. 

This is the first time that any major American shoe 
manufacturer has gone into this type of footwear. Norfleet 
H. Rand, vice president, manufacturing and merchandising 
for International, describes the features of the Utrilons as 
follows: long life; no need to polish; easily washed; mois- 
ture proof; resistant to oils and greases; and limitless 
colors that can be produced. 


New England 


THE price situation, insofar as New England shoe manu- 
facturers are concerned, has been ironed out. Increases 
noted before and during the Popular Price Shoe Show were 
modest—more so, according to many trade observers, than 
the facts warranted. However, both manufacturers and re- 
tailers now know where they stand for the time being. 

The only question left unanswered now is what percent- 
age of forward orders can be shipped on time. Spring shoe 
deliveries, in many cases, have been requested at a much 
earlier date than at this time last year. The receipt of these 
orders found makers of women’s novelty shoes and casuals 
fairly well loaded with fill-in orders for shoes designed for 
sale during the remainder of 1958, mostly in the south and 
southwest. 

Manufacturers of men’s shoes, both dress and work, have 
larger backlogs than they had three weeks ago and have 
been in the market for leather which shows every sign of 
continuing to go up. 

Good sole leather has advanced in recent weeks. So has 
upper leather, both calf and side. Kid tanners report good 
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business at firm prices. What will happen in the near fu- 
ture is anyone’s guess. 


Los Angeles 


THE warm weather still plagues the shoe industry here 
in Southern California. The public is still shying away from 
heavy buying. 

Most of the re-orders from family type stores are for sta- 
ples such as saddles and flatties for teenagers; basic 
pumps, both medium and high heels for mama: brown 
and black moccasin toed oxfords for papa. 

The young man in the family is hitting the Ripple Sole 
oxford and the chukka boot in brushed buck very hard. 
Junior High, High School and College demand a lot of foot- 
work getting from class to class in a hurry and unquestion- 
ably this has increased the sales of corrugated rubber sole 
oxfords. 

The bulk of orders are for softer-than-ever construction. 
Salesmen say the first thing a buyer does is bend the shoe 
and unless it crumples like a carpet slipper his interest 
lags. 

Sales of rain footwear haven't yet started but a big sea- 
son is expected. Also expected is a big season in after-ski 
boots. This sport is becoming more and more popular in 
Los Angeles. One boot maker, Guild of California. has 
produced a sealskin boot to retail at $14.95. This is com- 
pletely sealskin. upper and sole. They figure if the snow 
didn’t stick to the seal it won't stick to the boot. 


Chicago 


THE shoe industry in the Chicago area aproaches the end 
of the year in a healthy and optimistic state. But, it is not 
without its problems. Orders booked in factories are well 
above those of a year ago, by an averag, of five per cent, 
and in some cases as much as ten per cent. Factories are 
getting production of late spring and early summer in 
gear. They are beset by strong urging from retailers for 
early deliveries on their first spring commitments. This is 
an outgrowth of low retail inventories. Deliveries have 
been late all fall and never caught up. 

Reports of good business come from all the regional 
shows that have dotted the Midwest this past month. Be- 
tween and since the shows, salesmen have been busy mak- 
ing calls. In fact, pressure for orders have been so great 
that some firms are cutting off delivery dates much earlier 
in some seasons. A threat of shortages for spring is voiced 
by reliable, not “scare” sources. At the same time. the 
retailers are both pleased and plagued by an early Easter. 
It can, and is expected to make spring a two-pair season. 
However, the pre-Easter selling season is so short that 
there will be no time to determine the buying pattern. 

Demand for immediate fill-ins has been intense. Instock 
departments are busy, especially on men’s hunting and 
heavy duty boots, work shoes, and regular and staple heavy 
types. Rubber goods have lagged even at mail order levels. 
due to the delayed winter. In both men’s and women’s lines, 
regional show buying has shown a tendency toward deeper 
ordering than usual. There has been broader fashion cov- 
erage and also greater depth commitments on basic shoes. 
Many retailers are rebuilding their stocks of basics. These 
will prove a backlog should shortages in higher style lines 
occur, they feel. (CONTINUED ON FOLLOWING PAGE) 
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Reasons Why 
J. W. Carter 
Offers You America’s 





For Men and Boys 


1 « THE BROADWAY LINE 
Goodyear Welt Dress Shoes 
styled to appeal, priced to 
sell in volume, and offered 
on unusually attractive terms 
National Sale still in effect! 


2. KANGAROO AND 
KIDSKIN SHOES 


Thousands of men are so 
sold on the comfort of 
Carter Kangarooand Kidskin 
Shoes they will wear 
no others. Annual 
Sale still going on! 


“ad 


SERVICE AND 
WORK SHOES 
A full line of work shoes, 
built to last and priced to 
move fast, a real volume 
builder for any merchant. 


4. carTER BOOTS 


A fast moving line of boots 
for these extra sales and 
extra profits. Priced for 
maximum volume. 


If you want to get the lion’s share of the men’s and boys’ shoe 
business in your area, the J. W. Carter line is the only line for 
you. For full details, see the Carter man in your territory or 
contact the factory today! 


J. W. CARTER COMPANY 


NASHVILLE 1, TENNESSEE 
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Most Profitable Shoe Line 
















Editorial 


(CONTINUED FROM PAGE 23) 


te be the long “Second Spring” ahead of us. Whether it 
be wash and wear or something new and original with 
concentrated industry effort behind it, it can be sold to 
the men of America through the cooperation of the con- 
sumer press. Such cooperation will be forthcoming if this 
promotion is imaginative and right for the consumer. 

A project to restore men’s summer shoes to the popu- 
larity they enjoyed until the early 1940's should be given 
top priority in National Shoe Institute planning. Perhaps 
the time is too short to develop fully in time for next spring 
and summer. However, if the industry moves with speed 
and precision, the season ahead would certainly provide a 
perfect launching platform. 


Manufacturing News 


(CONTINUED FROM PAGE 47) 


Milwaukee 


THE big question mark on the horizon, say local manu- 
facturers, is the price situation. Footwear producers in 
all categories are unanimous in their agreement that a 
need for price adjustments exists. Everyone is apparently 
keeping a wary eye on the other fellow to see which way 
he moves. Several plants have already instituted a few 
“selective increases” which they feel have long been over- 
due in certain items in their lines. 

Summed up by one veteran front office executive: “The 
leather market has been strengthened considerably of late: 
over the past six months findings have gone up in price. 
and the prospects of labor boosts are always present. We 
don’t like to raise our prices unless it is absolutely neces- 
sary—and we may find it necessary.” 

Production lines are working at capacity. The total num- 
ber of shoe workers on factory payrolls has shown some 
slight gains in recent weeks. 

Fill-in ordering for immediate and holiday merchandis- 
ing has taken a nice climb. A general feeling of optimism 
over sales prospects for the holiday and spring seasons 
pervades most of the front offices. 

Sales managers claim that it is still a mite too early to 
accurately gauge the dealer reactions to specific styles and 
numbers in their spring lines. Factory sales reps out in 
their territories busily making their calls and displaying 
their wares at the regional trade shows are mailing in 
encouraging reports. Indications point to considerably 
keener interest among buyers checking spring merchandise 
than was noted a year ago. 

On the fashion front Milwaukee producers have little 
te report. Men’s black shoes continue to hold their leading 
position, and the Italian style influence holds strong. 

Producers of work shoes have enjoyed a good spurt of 
business in recent months. Factory spokesmen expect the 
improved economic conditions to provide added impetus 
in the period ahead for workshoe lines. Good volume was 
hit by makers of hunting boots this year, with a new found 
interest noted in women’s hunting boots, as well. 

Exceptionally bright reports continue to come from the 
children’s shoe manufacturers. Orders are coming in at a 
pace exceeding that of last year. Young girls’ patents are 
being rushed out for shipment to dealers for holiday sell- 
ing. Nylon velvet in straps and saddle oxfords which were 
excellent sellers last year, continue to account for a big 
share of the orders written. Reds and blues in straps and 
oxfords are popular colors in girls’ footwear; gray bucks 
for the young lads. (CONTINUED ON PAGE 50) 
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“Where the wear Is rough we recommend Iron Age 
Safety Shoes with neoprene soles” 


Mr. Harvey Childs, Jr., Sales Manager 
Iron Age Division, H. Childs & Co., Inc. 
Pittsburgh, Pa. 


“Steel mills, chemical plants and refineries 
all pose special safety shoe problems,” says 
Harvey Childs, Jr. “Corrosion, abrasion, at- 
tack from oils and chemicals and extremes 
in temperature combine to take their toll on 
sole materials. That's why for the past 22 
years we have featured Iron Age steel toed 
work shoes with neoprene soles and uppers 
of special construction for these industries. 


“In the important matter of soles,” Mr. 
Childs continues, ““we’ve found nothing 
better than neoprene’s all-around resistance 
to oil, chemicals, cutting and cold weather 
stiffening and cracking.” 

This:is the kind of performance for which 
neoprene has been famous ever since it was 
introduced in 1932. Quickly adopted by in- 
dustry, it soon won its way into shoe soles 
because of its exceptional durability. Over 
the years new types of neoprene, and im- 
provements in established types have kept it 
the longest wearing, resilient soling material 
available. 

Thousands of satisfied customers have re- 
turned to buy Iron Age Safety Shoes. You 
too will find the neoprene sole a lasting sales 
asset . . . providing longer wear and cus- 


tomer satisfaction. 


REG. u. 5. pat. OFF 


NEOPRENE 


Better Things for Better Living 
... through Chemistry 








SOLD ONLY IN THE FINEST STORES. 
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Goodyear stitched leather sole ! 


For complete coverage, Buntees meets your every 
need . . » from carriage thru walker stages with 
lightweight, flexible, all-leather baby shoes. 


R. J. POTVIN SHOE CO.. BROCKTON, MASS. 
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Manufacturing News 


(CONTINUED FROM PAGE 48) 


New York State 


PRODUCTION at most upstate New York shoe factories 
is running at a brisk rate, reflecting improved buying and 
the generally improved outlook in the industry. 

Manufacturers have been greatly encouraged by retailer 
reaction at the shows and believe that at least a fair 
amount of optimism is justified by low retail inventories 
and the prospect of heavy early deliveries necessary to 
handle Easter business. 

There has also been considerable relief among producers 
that price increases are being accepted as inevitable. Re- 
cent strength of leather prices has bolstered manufactur- 
ers’ justification of their price policies. 

However, some manufacturers hasten to point out that 
they are “not out of the woods yet” and much remains to 
be done in building up sales and especially the slender mar- 
gin of profit. 

The head of a big company expressed the opinion that 
“shoe retailers have been trying to do business on inade- 
quate inventories and I believe that their stocks have be- 
come so depleted that they will be compelled to increase 
their orders during the coming spring.” 

This executive acknowledged that competition is 
“keener and stronger” and that his company’s manufactur- 
ing costs have been greatly increased by the rising cost of 
materials and by higher Secial Security taxes and more 
liberal benefits required by New York State relating to 
unemployment insurance, disability benefits and workmen’s 
compensation. 

“All these factors require higher prices for our shoes 
and place us at a disadvantage with respect to our com- 
petitors who operate in states which are not so liberal as 
the State of New York,” this man noted. 

To overcome such handicaps, his company is resorting to 
research and development to devise new and improved 
manufacturing methods, and is using new and more inten- 
sive advertising methods, and improved administrative and 
managerial procedures. “However, even with substantial 
savings, it will be necessary to increase the prices of our 
shoes,” he warned. 

This company has already met with considerable success 
in impressing upon production workers the need for better 
workmanship and greater efficiency. A suggestion program 
and more attention to quality control have helped. 


Mid-Atlantic Aimed 
at Last Spring Buying 
(CONTINUED FROM PAGE 41) 


going to mean a shortage—especially—of smooth lea- 
ther shoes. Wholesalers have done their ordering, too. 
Those retailers that place their orders first at the Mid- 
Atlantic will get shoes. The others won't.” 

The officers of the Mid-Atlantic Shoe Show, Inc., are 
Mr. Palmer, president; Mr. Kimmelman, vice-presi- 
dent; and Anthony J. Mirra, Jr., Secretary-Treasurer. 
The directors of the show include the officers, Jack 
Gottlieb and Clarence R. Heyde. The advisory commit- 
tee is made up of David H. Kreider and Harry E. 
Snayberger for manufacturers, and Frank R. Rich, 
Murray S. Rolfe, Milton H. Miller for retailers. END 
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S03 Hylan Velvet / 


, ny 
Girls rave about their lp a =) y 
Nylon Velvet shoes. \vt €F3! “a 
Mothers are pleased, too, AC? . 
with the serviceability of 
this wonderful, new shoe 








material. 
Nylon Velvet is trouble- 
free in production . . . in- 


stant selling at the retail 
level. It has price induce- 
ment, too. 


MARTIN 
created 


NYLON VELVET 
for Shoes 


NYLOVEL' 


comes in deep, luxurious colors 
for Women’s and Children’s Shoes. 
It’s Crush and Soil Resistant. 


Ny 


NYLOVEL, introduced by ALEXIS, 
is now a staple in his finely-styled 
line of children’s shoes. 
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FABRICS CORPORATION 
48 West 38th Street New York 18, N. Y. 
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Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 20) 


for higher retail wages. For weeks 
they have been buttonholing the 
new arrivals in both the Senate and 
the House. They are making a 
strong and vigorous demand for sub- 
stantial wage rises in all retail out- 
lets. 

The labor leaders are making two 
chief demands—higher wages and 
federal control over retail employes. 
Each is bound to affect your busi- 
ness, regardless of its size. Here’s 
why: 

1. An increase in the national min- 
imum wage from $1 per hour to 
$1.25 will eventually nudge up wages 
of all store personnel, for every level 
of employes maintain a 
fixed margin between itself and the 
next lower and higher groups of em- 
ployes. This chain reaction inevita- 
bly pushes up everybody’s wages 
from the janitor to the store 
manager. 

2. Imposing the Federal Fair 
Labor Standards Act on the thou- 
sands of stores not now covered by 
federal rules and regulations will 
not only mean higher wages, but will 
also add to every merchant's record- 
keeping obligations. For once the 
federal government gains jurisdic- 
tion over retail stores, it demands 
records and reports for its “experts” 
in Washington to read, to investi- 
gate, and eventually to file away in 
government archives. 

The government reimburses 
nothing for filling out all the peri- 
odie reports required by federal law. 
And it is illegal to try to evade filing 
the forms. 

In other words, retail] merchants 
are about to be hit with higher wage 
costs and extra paper work—unless 
retailing as a united industry can 
persuade the Congress that a retail 
store is not an interstate operation 
and therefore not subject to federal 
law. 

Difficulty here is that the new Con- 
gress is plainly a labor-controlled 
Congress. There is nothing to be 
gained by pretending otherwise. 
Labor organizations openly boast 
that they control substantial num- 
bers of the members in both the Sen- 
ate and the House. The labor leaders 
now have enough power in Congress 
to put over just about any kind of 
legislative program they decide upon. 


seeks to 


you 
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Letters and phone calls from re- 
tail merchants to senators and con- 
gressmen may spell the difference 
between success or failure of the 
AFL-CIO political timetable in 1959. 


Ike’s plans for holding the line of 
federal spending are due to be 
trampled by the new Congress. Vic- 
torious members of the new Senate 
and House are arriving in Washing- 
ton daily. They are declaring them- 
selves for more, not less, govern- 
ment spending next year. 

For defense contractors and sup- 
contractors, a rise in spending of 
about $1 billion over present levels 
is indicated. 

Outlays in this fiscal year are run- 
ning at the rate of $40.9 billion. 
President Eisenhower’s new mili- 
tary budget is expected to call for 
around $42 billion. The new Con- 
gress is expected to buy the new de 
fense figure. In fact, it may quite 
possibly revise the White House fig- 
ures upward. Thus total sum 
available for defense in the new fis- 
cal year may add up to well over the 
$42 billion mark. The extra funds, 
if voted, will most probably be ear- 
marked for projects involving mis- 
siles and exploration of outer space. 

Defense spending must rise, not 
level off, says Rep. George H. Mahon, 
D., Tex., the influential chairman of 
the House subcommittee handling 
the defense money bill. 

Costlier weapons, plus inflation, 
make a bigger defense budget ab- 
solutely necessary, Mr. Mahon de- 
clares. And he says that the tense 
situations in Western Europe and in 
the Middle East do not permit any 
easing off of our total national de- 
fense effort in 1959. 

As for the other (nonmilitary 
government departments and agen- 
cies, the White House is drawing up 
a “hold the line” budget in which al- 
most no new spending programs are 
being listed. But here again we can 
expect the new Congress to trample 
on the White House proposals. It 
looks like we’ll see the Congress vote 
some ambitious new spending pro- 
grams, including more money for 
public housing, rivers and harbors, 
dams, roads, airports, and _ relief 
money for so-called distress areas. 


the 


The fastest-growing markets are 
in the Western states, according to 
a new population report prepared by 
the Census Bureau. 

Between 1950 and 1958, the West 


has gained 29.7 per cent in popula- 
tion. The nation as a whole increased 
by 15 per cent in the same period. 
So you can tell at a glance where 
the greatest numbers of new custom- 
ers are shaping up, here are the 10 
fastest-growing states and the rate 
of increase in each state between 
1950 and 1958: 
Nevada 
Florida 
Arizona 
Delaware 
California 85% 
Colorado 29% 
ee ee Re eee 26°: 


29% 


24% 


52% 


43% 


New Mexico 

Michigan 

A 1958 estimate for Alaska is not 
yet available, but 1957 data indicate 
a gain of 64.3 per cent over the 1950 
population. 

Since 1950, seven states have 
gained more than 1,000,000 persons. 
Here are these boom areas, and their 
estimated 1958 population: 

California 3,751,000 

Florida 1,671,000 

Texas 1,666,000 

Michigan 1,494,000 

New York 1,399,000 

Ohio 1,398,000 

Illinois 1,177,000 


The government reports an “awak- 
ening’ of the consuming public to 
retail price trickery. 

At the Federal Trade Commission, 
more than 14,000 letters and wires 
protesting fake bargains have been 
received since the FTC opened its 
new drive against deceptive prices a 
few weeks ago. 

“Many consumers have become 
aware that they have been hood- 
winked on bargain prices,” the FTC 
says. ‘The result has been a flood of 
mail at the FTC, numbering more 
than 14,000 consumer letters and 
telegrams, since the price guides 
were announced on Oct. 10.” 

“The buyer is becoming alerted to 
the tricks of price deception,” says 
Harry A. Babcock, FTC executive 
director, “and is better able to pro- 
tect himself. Moreover, he can help 
identify offenders so that appro- 
priate action can be taken to halt 
them.” 

Mr. Babcock asks the buying pub- 
lic to report all instances of price 
fakery to the publication or broad- 
caster that presented them, to local 
better business offices, or to the FTC 
in Washington, D. C. End 
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Slipper-light pointed-toe 
oxford of crushed calf and 
harmonizing brushed leather, 
with side panel of SHUGOR 


covered with brushed leather. 


THOMAS TAYLOR & SONS 





COPR. 1958 THOMAS TAYLOR & SONS 


December 15, 1958 


Square-toe oxford of soft 
crushed Italian leather. 
Soft throat adjustment is 
achieved with Shugor 
finger-gore 


BSERVATIONS FROM OUR 
CORRESPONDENT ON THE CONTINENT 


In Italy, there is an old adage that says: ‘‘Be- 
cause the feet work the hardest they deserve the 
softest rest . . . therefore sleep with the feet 
instead of the head on the pillow.” 

Let’s pamper American feet. Here are three 
very lightweight models for men in pillow-soft 
leathers smartly tailored and made doubly 
comfortable with the 


PILLOW-SOFT 


Crushed and brushed leathers are 
pleasingly combined in this Italy 
inspired oxford. SHUGOR at the 
throat, covered with brushed calf, 
assures easy-on-and-off 

and top comfort. 








Partnership Builds 
Maangerial Responsibility 
(CONTINUED FROM PAGE 31) 
With every store manager a part- 
ner in the busines., buying for the 
Faflik is done on an indivi- 
dual rather than a centralized basis. 
Since the Faflik stores handle only 
branded merchandise, centralized 
volume buying has no distinct ad- 
vantage. Thus, each manager chooses 
his own shoes, according to the par- 
ticular demand in his store. Every 


stores 


attempt is made to order the same 
patterns in all stores to make inter- 


What does he know about FARBERIZING ? 


ROBABLY NOTHING! But he does 

know good work shoes when he 
wears them. So, don’t take a chance. 
Give him a shoe that’s comfortable — 
a shoe that will wear better and last 
longer—a shoe that has FARBERIZED 
INSOLES AND WELTING. 


*%* FARBERIZING replaces water soluble 
tannins with a special compound which 
seals each fibre against moisture, yet, 
maintains the porosity of the leather. 


Resists shrinking, cracking 
and curling 


160 FREMONT STREET WORCESTER mass 


change possible, but certain patterns 
will vary between units. according 
to location demands. 

Regular seasonal buying is gen- 
erally done at one time, with each 
manager stating his needs. Quantity 
items such as slippers and rubber 
footwear are always bought in vol- 
ume and distributed centrally. 

Here, again, the Wildaus’ policy of 
having manager-partners offers dis- 
tinct advantages. “Since each man- 
ager handles his own buying,” ex- 
plains Mr. Wildau, “he really has 
the feeling that he is conducting his 
own business. And, although he 





FARBERIZED INSOLES and WELTING 


make any work shoe a better buy! 


makes his own decisions, he knows 
he has experienced partners to work 
with him in making these decisions.” 

In addition, the Wildaus feel this 
independent rather than centralized 
buying works for the good of the 
chain as a whole. Aside from the 
obvious advantage of avoiding the 
expense of having a main office for 
buying and distributing, it offers 
added assurance of having the right 
merchandise in the right store at 
the right time. ‘Today, with the 
emphasis on branded merchandise, ’ 
explains Fred Wildau, “rather than 
on price, the store stands or falls by 
the manager in the store. It is the 
manager himself who can best say 
what shoes will sell and what will 
not in his store.” 

The manager-partners of the four 
Faflik stores have all worked in the 
Faflik chain before taking over as 
managers. ‘We generally offer a new 
store to a man who has worked with 
us and shown an interest in staying 
in the shoe business.” 

The Wildaus have always placed 
special emphasis on children’s foot- 
wear and their stores are knowa 
throughout the city for the novel 
techniques used in decorating the 
children’s departments. Two of the 
stores house live monkeys in a cage, 
which are a constant delight to small 
customers. Another store offers a 
wishing tree where the children can 
get free gifts whether they buy 
shoes or not. 

Promotional minded, the Wildaus 
use regular ads in the daily news- 
papers as well as the suburban week- 
lies. To increase readership, these 
ads always feature the names of 
“Faflik’s six weekly shoe Winners” 
in a bottom box. One family from 
each location where there is a Faflik 
store is chosen each week to receive 
a free pair of Buster Brown shoes. 
The Wildaus agree that the good 
will produced by this promotion has 
been highly gratifying. 

Fred and Henry Wildau, or “the 
twins” as they are known in the 
trade, grew up in the retail shoe 
business. Sons of a shoe retailer who 
owned stores in four cities through- 
out Germany, they came to America 
in 1936. They clerked in Cleveland 
stores until 1939 when they pur- 
chased two Clarence Faflik stores on 
Cleveland’s west side. 

The chain began growing in 1948, 
and now has new units in four of 
the city’s major suburban shopping 
centers. 
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Nylon Velvet Gains 
For Children’s Shoes 

NEW YORK—Nylon velvet, a re- 
lative newcomer among shoe upper 
materials, has attained remarkable 
popularity in children’s shoes with 
an assured, three-fold increase for 
pre-Easter selling. Leading manu- 
facturers of shoes for the young set, 
particularly of the St. Louis area, 
are vocal in their praise of nylon vel- 
vet as a pairage builder. 

Alex Smith of Weber Shoe Co. is 
credited with introducing the new 


material. Velvet always appealed to 
him as a luxurious fabric and search 
for a textile of this finish which had 
requisite strength and pile fastness 
brought him to Martin Fabrics Cor- 
poration of New York, who has just 
created a nylon velvet trademarked 
Nylovel. A group of party shoes de- 
signed for high-grade stores in 
Texas became hot re-order items. 


Enthused sponsorship by buyers of 
children’s shoes brought nylon velvet 
into quick adoption by other manu- 
facturers. Today, over forty leading 
producers of shoes for tots and teens 








shoes for the lovely 


One of a series featuring national advertisers who are Iselin clients 


Carmo Shoe Mfg. Co., is one of the notable shoe manufacturers who 


factor with William Iselin & Company, Inc. We are proud of our asso- 


ciation with these successsful companies. Iselin factoring has long 


been a basic tool of successful operation in many industries, whether 


used for financial, credit or consultative services. 











857 FOURTH AVENUE, NEW YORK 10 


Grand Rapids 








consider Nylovel an essential to vol- 
ume. 

According to Martin Fabrics Cor- 
poration, bookings for the seasons 
ahead plainly indicate a 300 per cent 
increase over the corresponding pe- 
riod of the past year. Most of the vol- 
ume up to now was on black nylon 
velvet. With co-ordinated promotion 
of Vanilla Ice by the children’s 
trade, orders for colors have stepped 
up considerably. 

Black Nylovel naturally is out 
front. Other colors which already are 
in shoe production are Scarlet, Bas- 
que Red, Vanilla Ice, Dirty Buck, 
Slate and Navy. New hues in keeping 
with shoe trade adoptions that will 
be shown in Nylovel are Grey Mist, 
Indigo, Briarwood, Gentian, Chest- 
nut, Vicuna and Gun Metal. Metallic 
accents in gold and silver on black 
and red nylon velvet already are be- 
ing offered at retail. 





Young ’Uns in Style Too 


| The very young girls and boys will be 
| in the style parade for spring 1959. R. J. 


Potvin Shoe Company's blue and white 

“Buntees" oxford is a good example. 

It comes in sizes 5-9 and in B, C, D, E 
and EE widths. 





Butler’s Adds Children’s Unit 


ATLANTA — Butler’s is putting 
new and stronger emphasis on the 
sale of children’s shoes downtown 
with the opening of a completely 
new and exclusively children’s store 
in the heart of Atlanta’s shopping 
district at Whitehall and Alabama 
Sts. It adjoins the main downtown 
operation but has been set off from 
the main store. A large sign out- 
side stresses the fact that it is a 
children’s shop. There is a _ sepa- 


| rate entrance to the shop from the 


outside and it connects with the 
main store through an inside door. 
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dramatic color for summer accent. 


daring... 


LEATHER CO. GIRARD, OHIO 
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The Kicking Barrel 


(CONTINUED FROM PAGE 39) 


salon-type boudoirs, —in small cit- 
ies, medium sized towns, and in our 
largest cities. The basic problems 
of shoemen are much the same re- 
gardless of population or store type, 
though the pressure is greater in 
the larger cities. At least that has 
been my experience as_ shoedog, 
closer, adjuster, manager, buyer, ad- 
vertiser, and merchandiser. 

A sudden shower fills up a shoe 
section. It is one of the few places 
where a woman may sit down to 
wait out a downpour and get atten- 
tion while she waits. Sometimes, of 
course, women flop down in shoe 
chairs merely to rest their feet. Un- 
less they take up too much time and 
space we're glad to have them; it 
makes the section look busier. The 
“just waiting’ women aren’t the 
only reason that some stores install 
not-too-comfortable seats. Too much 
comfort encourages loafing and de- 
lays decision. It’s the same princi- 
ple which induced drug stores to re- 
place booths with stools at the lunch 
counter. 

Too much comfort for the shoe- 
dog encourages him to loaf too. My 
father had no salesmen die on the 
fitting stool. He and his men genu- 
flected before their customers, but 
not as a matter of diffidence. The 
femur of the salesman took the traf- 
fic instead of the foot-rest of the 
fitting stool, and the thighs of 
trousers wore out much faster than 
their sterns. 

Volume stores in large cities had 
another system for reducing the 
time allotted to a single customer. 
If the sale was not made within a 
reasonable time the floorman sent 
in a closer. During my stint at that 
job the starting salesman _intro- 
duced me as the buyer, the assistant 
manager, or the store’s fitting ex- 
pert, but my closure technique was 
adapted to the “feel” of the situa- 
tion. A change of pace might be 
required. If the first clerk had been 
slow and deliberate, I was quick and 
alert. If he’d been curt and keyed 
up, I was casual and unhurried. 
Often I’d stress the desirability of 
a shoe type other than the lady 
thought she wanted. Usually she 
had seen plenty of those before I 
took her. 

There was the housewifely little 
woman who had tried on dozens of 
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high heeled slippers. From the 
slight shabbiness of her clothes I 
judged that her budget was limited. 
Quickly I brought a pair of dress 
type strap pumps with 16/8 heels 
and as I slipped them on her feet 
remarked, “This shoe is dressy 
enough for anything except forma! 
wear, but the heels are low enough 
so that later you’ll have a comfort- 
able house shoe.” 


= 
= 
e 


“I just can’t decide.” 


Not all a closer’s attempts suc- 
ceed. Une customer’s reaction to all 
my try-ons had been casual to the 
point of indifference, but her dia- 
monds and fur coat indicated that 
she might become a heavy spender 
in the store. So I didn’t ease her out 
with the usual “We’re expecting 
another shipment next week.” I 
stepped over to the manager. “I 
think she’s hopeless, but maybe 
somebody else should take a shot at 
her,” I said. 

“Her I take myself,” he replied 
brusquely and got himself a work- 
out. Every shoeman on the floor 
was covertly watching the master 
at work, and he knew he had to 
make good. For three quarters of 
an hour he poured on the pressure 
and high-tailed it to the stock and 
back. She was finally worn down 
and went out with a pair. We all 
recognized it as a sure fire boomer- 
ang, and it was. The next day an- 
other woman returned the shoes. So 
far as I know, Mrs. Fur Coat never 
again came to our department. 

No customer of this store became 
confused by the rummage sale effect 
of shoes strewn all about her. Four 
pairs were considered the maximum 
selection to keep her from getting 
muddled. The better salesmen rarely 
exposed more than two styles at 
once. Several times I’ve brought 


back one of my earlier exhibits ana 
heard, “That’s just what I want. 
Why didn’t you show them to me in 
the first place?” The limited pair- 
age system also permits better cir- 
culation of the stock. Other sales- 
men can be showing styles which 
would otherwise be tied up while a 
dilatory shopper makes up her mind. 
(Get her to wear ‘em home if you 
ean. It cuts down on the returns.) 

Some Saturday nights it seemed 
as though every person in the 
county had simultaneously decided 
to hurry up and buy shoes as there 
might not be any left by Monday. 
When these hordes hit the shoe sec- 
tions, fitting stools were cleared off 
the floor to expedite the action and 
reduce the liability hazard. The 
closure men were expected to juggle 
at least three customers at the same 
time and it was catch as catch can 
—no time for subtle turnover under 
these conditions. 

Many times a deliberating cus- 
tomer had no idea that while she 
was making up her mind her sales- 
man had waited on and sold several 
other customers she didn’t even 
know he was waiting on. It was 
usually best to keep them separated 
lest they begin to advise each other 
or waste time getting acquainted— 
or one of them might fancy she was 
being slighted and make a fuss. One 
of the greatest improvements in the 
shoe business has been the elimina- 
tion of those Saturday night melees, 
but young shoemen are being de- 
prived of memorable experiences. 

(TO BE CONTINUED) 


Gregory Fairbend and Richard 


D. Fairbend, Jr., have assumed 
management of the shoe depart- 
ments at The Shepard Company, 
downtown Providence, R. I., depart- 
ment store, following the recent 
death of their father, Richard, Sr. 
They have appointed Harry Hughes 
as manager of the women’s shoe 
department, succeeding the late 
Emmett Smollins. Mr. Hughes has 
been with the department for 20 
years. 
Correction 

In the Acme Boot Company’s ad- 
vertisement on page 17 of BOOT AND 
SHOE RECORDER’s “Brand Name 
Guide and Trade Mark Directory,” 
issued November 1, the copy should 
have read “Stock Show Boots.” The 
publication regrets this typograph- 
ical error. 
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How to make your store say: 
come on in’ 











Do it with a friendly-looking store front—a Pittsburgh Open- FREE BOOK 


Vision Store Front. It could easily be the drawing card that brings { Se AC eee 
customers crowding into your store instead of the one down the ‘ Pittsburgh Open -Vision 
, Store Fronts, send in the 
street. Besides giving the establishment an up-to-date, inviting ia etic ? 
° 7 : re . 3 : coupon and we'll be glad 
look, an Open-Vision Front gives people a close-up of your a a Pee ES Re 
merchandise before they come in to buy. i store front booklet 
The design possibilities for building or remodeling with a 
Pittsburgh Store Front are practically unlimited—and so are the 


nossibilities for increased profits and prestige. You can choose 
por ibilities P F 5 saaias Pittsburgh Plate Glass Company 
Room 8299, 632 Fort Duquesne Bivd 


ranety of P rh Store Fro ~roducts. inc 
from a variety of Pittsburgh Store Front Products, including saa kk Peseeteoes 


Please send me a free copy of your booklet, 


| 
| 
Pittsburgh Polished Plate Glass and Twinpow”® Insulating Glass | 
3 B | “Put Your Best Store Front Forward 
| 
| 
| 
| 


Units for the open-vision front, supported by Prrrco” Store 


Name 


Front Metal. TuBettre”, West, and Hercuutre® Doors, Pittsburgh 
% Address 


Door Frame Assemblies and Prrrcomatic® Automatic Door 
City State 


Openers are also available to achieve a truly distinctive store front. 


PAINTS + GLASS * CHEMICALS + BRUSHES + PLASTICS + FIBER GLASS 


PITTSBURGH |PLATE @Qrats £2...) = 
IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 


December 15, 1958 





Retail Trade 
(CONTINUED FROM PAGE 45) 


featured a line of fine flats in black, 
brown, and red calf at $12.95, while 
Macy’s and other stores had walkers 
and flats in a variety of leathers 
priced from $16.98 to $24.95. 

Of course the dressier models for 
evening and social wear for holiday 
celebrations received their share of 
advertising with the emphasis being 
on the models in the $22.95 to $35.95 
bracket. 


Shoppers Crowd Store Shoe 
Departments at Philadelphia 

SHOE Retailing throughout the 
entire Delaware Valley was enjoying 
increased volume in the Christmas 
shopping rush. Hordes of shoppers 
decended on downtown department 
stores and many of them found their 
way to shoe departments made es- 
pecially compelling by colorful dec- 
orations and more effective aisle 
displays. 

Downtown retailers lured shoppers 
inside by windows replete with the 
most eye-catching array of shoe 
styles seen in many years. The slim 
last lends itself to many attractive 
styling concepts. 

Snellenburgs department store 
held its annual English shoe sale 
early this month. To promote the 
event, Peter Manning-Smith, British 
vice counsul, examined the shoes for 
photographers with Murray Snyder, 
Snellenburg shoe merchandise man- 
ager, and Hugh Gormley, men’s shoe 
buyer. Snellenburgs offered shoppers 
the largest single order of shoes 
ever purchased from England for a 
United States store. The order in- 
cluded seven styles of shoes in black 
or brown with 56 sizes in each style. 


What’s in a Shoe 
and How to Sell It 
(CONTINUED FROM PAGE 37) 
white, has a genuinely luxury look 
and feel, is always cool and comfort- 
It’s estimated that more than 
three-fourths of the genuine suede 


able. 


leather used in shoes today is kid 


suede. Suede results from a buffing 
treatment of the flesh (opposite to 
the grain) side of the leather. Buff- 
ing of the cushiony skins results in a 
rich, even, silky nap. Incidentally, 
this suede is best cleaned by using a 
sponge or soft brush, rather than a 
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wire brush which cuts into the nap. 

Crushed (or shrunken) kid has a 
unique surface finish—a pebbly, soft, 
mellow leather. The crushed or 
shrunken effect, with a look of raw 
linen, is achieved by treating the 
grain side, calling for a combination 
of highly skilled handwork and ma- 
chine. It is popular in many types of 
footwear. 

Patent kid has an enameled sur- 
face, and is a kind of patent used on 
more expensive shoes, usually. 

Lacquer kid, is a specially pre- 
pared kidskin base, and is used for 
trim, underlay and piping on volume 
shoes. 

The metallic finishes on kidskin, 
particularly gold and silver, are 
perennials, especially in evening slip- 
pers. Shortly after World War II 
gold kid was extremely popular in 
flats and ballerinas. At one time all 
our gold and silver kidskin was im- 
ported. But U. S. Kid tanners even- 
tually developed an excellent process 
of their own. The gold is produced 
by applying a 22 or 24 karat gold 
leaf. The silver is produced by using 
aluminum (silver leaf has _ been 
found to tarnish). 

The versatile adaptability of kid 
is constantly resulting in fresh and 
distinctive surface finishes. One of 
the newest is known as transparent 
kid. It has a clear finish with no pig- 
ment, has a natural handmade look 
like raw silk. 

The term “Vici Kid” is still com- 
monly used today by some shoe re- 
tailers and consumers—as though it 
were a special kind of finish of kid. 
Actually, it’s a brand name, now ex- 
tinct. The name was coined by Rob- 
ert H. Forderer, a Philadelphia tan- 
ner, before the turn of the century, 
applying to his version of glazed kid 
which was then only recently de- 
veloped. He promoted his trade- 
marked name so successfully that all 
glazed kid became known more pop- 
ularly as “Vici Kid.’”’ The company 
has since gone out of business and 
“Vici Kid” is no longer used—except 
as a misnomer. 


Where It Comes From 


It’s estimated that about 70 per 
cent of all the world’s kid leather is 
made in the U. S. And nearly 100 per 
cent of all our raw goatskins to make 
this leather are imported from more 
than two score nations. Among them 
are India, Pakistan, Ethiopia, South 


Africa, Iran, East Africa, Argen- 
tina, Brazil, Venezuela, Haiti, China, 
Mongolia, Mexico, Spain, Italy, Yu- 
goslavia, Arabia, Nigeria, Eucador, 
Tibet, Greece, France. 

We import about 25 million goat- 
skins a year—though at one time it 
was twice that amount (and right 
after World War |! we imported an 
all-time high of 78 million). The 
goatskins from each country have 
distinct characteristics of their own, 
and an expert can instantly spot the 
origin of each type. Incidentally, the 
reason we must import almost all our 
goatskins is that Americans have 
never acquired a real taste for goat 
meat, and hence we raise almost no 
goats commercially. But throughout 
many parts of the world the goat is 
to them what the cow is to us. 


How Kid Is Made 


Almost all of the kidskin leather 
today is made by the chrome tanning 
process. By this process a metallic 
coating is deposited around every fi- 
ber in the leather. This “fixes” the 
leather, adds to its natural strength, 
and gives the surface, such as a 
glazed finish, more permanence and 
resistance against the elements. 

It takes about six weeks and 45 
separate operations to process a kid- 
skin through the tannery. While 
modern machinery and equipment is 
an essential part of the processing, 
there is also much handwork re- 
quired by skilled artisans. Because 
the goatskins come from so many 
different places throughout the 
world, and because there are such 
wide differences in types of goat- 
skins, a great deal of individualized 
treatment must be given, adapted to 
each type of skin. 

An illustration of this wide varia- 
tion is found in kidskin leather 
prices, which today may range from 
25 cents to $1.25 a square foot for 
glazed kid, and from 20 cents to 85 
cents for suedes. This great range 
of variation also requires much skill 
in sorting and grading the many dif- 
ferent types of kidskins by quality 
and value. And it is a highly skilled 
and important process to put each 
skin in its proper value classification. 

Goatskin was one of the earliest 
forms of animal skin to be used for 
shoe leather—perhaps the earliest of 
all common shoe leathers used today. 
Its use in shoes dates back centuries 

(CONTINUED ON PAGE 62) 
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Work Shoes 


Denver’s First Men’s Shoe 
Store Emphasizing Work Shoes 





DENVER’s first and only men’s shoe store emphasizing 
work shoes has been opened by a veteran shoe retailer from 
Phoenix, Ariz., John Healy. Stocked with 78 styles of men’s 
work shoes, five styles of safety shoes, besides 40 styles of 
men’s comfort shoes, the new store at 53 S. Broadway has 
already attracted much attention and a large clientele of 
working men. 

John Healy, who owns another store, Healy’s Quality 
Shoes, in Phoenix, has left his former assistant, Fred 
Bahr, to run the Phoenix operation. Mr. Healy himself 
has moved to Denver with his family and plans to open 
another similar men’s store in Lakewood or another Den- 
ver suburb. 


Functional, well-lighted and rugged, describes the interior of 
Healy’s Quality Shoes, Denver, specializing in work shoes and 
comfort shoes for men. 


The Denver store, known too, as Healy’s Quality Shoes, 
is on a busy corner, with 63 feet running along Archer 
Street, 35 feet fronting Broadway. Remodeled and well- 
lighted, both on the exterior and interior, the store is 
designed to attract passersby. The north side of the shop 
names the two brands sold, Red Wing and Connolly, and 
in large letters states, “Widths AAA to EEEEE” and 
“Sizes 5 to 15.” Free parking in the rear is offered to cus- 
tomers. Across the street is a J. C. Penney store, one of 
the largest in the city. 

“Actually, we start with sizes for boys from 4 years old 
and up,” said Mr. Healy, “but our big emphasis is on all 
lines of work shoes. We play up in both window and in- 
terior displays linemen’s boots, both 11 and 16-inch, for 
electricians and telephone company employes, sport boots 
with stress on the hunting season, and work shoes for all 
types of workers.” (Gates Rubber Company, one of the 
largest industrial firms here, is only a few blocks down 
Broadway from the store). 

Mr. Healy is employing a number of promotional gim- 
micks to pull in the customers. He used policemen’s, fire- 
men’s and mailmen’s lists for direct mailings telling of 
his uniform shoes. He signed a year’s contract with The 
Denver Post for weekly advertising, using a prominent 
spot in the sports section. He is also using television in 
connection with sports and other programs attracting men’s 
attention. On the first grand opening advertisement, he 
included a coupon which provided 20 per cent discount on 
any shoe or boot in his complete line, good for three days. 
Before the opening he ran a teaser ad with merely 
a large question mark and the name, “Healy’s Quality 
Shoes.” The next ad carried a picture of a sturdy work- 
shoe, and the store name. The third ad carried the coupon. 

“We fit the hard to fit” is Mr. Healy’s advertising slo- 
gan. 
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Say, here’s something | need 
... But it doesnt have 
a size or price-mark. 





maybe I'll 
get it some 
other time ! 





Turn those impulses into SALES 
with Monarch Price-Marking! 


“Maybe I’ll get it later” is often the sign of a sale 
you’ve lost forever! Sales people can’t be everywhere... 
but Monarch Price-Marking can be there to answer 
questions and turn “browsers” into buyers! 

Neat, legible, easy-to-read prices spell sales, build 
customer confidence, make sure each sale is at the cor- 
rect price. There’s a Monarch Price- Marking machine 
designed to protect your profits. Write today. 


MODEL 20 
DIAL-A-PRICER 


...Mo type- 
setting required 


SENSO LABEL 
pressure sensitive 
requires mo moistening 


-====== Fil] out and mail coupon for information. -===<«= 


BSRI258 
Ww THE MONARCH MARKING SYSTEM C& 


216 South Torrence St. ® Dayton 3, Ohio 


Without obligation to me, please send information on Model 20 
Dial-A-Pricer, and sample labels. 





NAME. ita 
STORE NAME__ 


ADDRESS. 
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What's in a Shoe 
and How to Sell It 


(CONTINUED FROM PAGE 60) 


in history before the Christian era. 

The first kid leather tannery in 
the U. S. dates back to about 1770, 
in Massachusetts. The tanning of 
goatskins became larger scale with 
the commercial introduction of Mo- 
rocco leather manufacturing in 1828. 
Morocco (the name comes from the 
Spanish city of the same name) was 
the name given to all kid leather 
when goatskins were first tanned in 
the U. S. The term “kidskin” or kid 
Jeather wasn’t commonly used until 
after the Civil War. 

American goatskin tanners in the 
19th century didn’t have much suc- 
cess in making a kid leather compar- 
able to the French kidskin, which 
was being imported here and used as 
the “luxury” leather for fine shoes. 
However, with the introduction of 
the chrome tanning process in 1884, 
the quality of American-tanned goat- 
skins took a major leap forward, and 
shortly thereafter surpassed the 
foreign product. The kidskin leather 
industry has since been established 
as one of the most important seg- 
ments of the U. S. tanning industry. 


Merchandising Kid Leather 

You’ve seen that kidskin or kid 
leather is something truly unique 
and distinctive in the field of shoe 
leathers. It has a whole family of 
outstanding characteristics that 
make it a dramatically “different” 
leather in shoes. 

Moreover, the term “kidskin” car- 
ries a special connotation in the 
mind of the average consumer. The 
term is associated with something 
soft, luxurious, comfortable, exotic, 
beautiful, fashionable. In short, kid- 
skin is something almost pre-sold in 
the customer’s mind. 

But in selling today, nothing can 
be taken for granted. Every pre-sold 
article or theme must be re-sold as 
well. Hence, by informing the cus- 
tomer of the distinctive virtues of 
kidskin, the appreciation of the value 
of the shoe is greatly enhanced. So, 
in selling kidskin shoes, here are 
some of the important highlights 
that should be brought to the cus- 
tomer’s attention. 

1) Porosity: Kid has the highest 
porosity, is the most “breathable” of 
all the common shoe leathers. In a 
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kidskin shoe are thousands of tiny, 
almost invisible pores. This not only 
gives the leather a distinctive sur- 
face character, but assures maximum 
comfort, whether in high-fashion or 
basic shoes. It means that in a kid- 
skin shoe the foot is always com- 
fortably dry because of the leather’s 
built-in air conditioning system. 
This means feet that are cool in 
summer, warm in winter. Further, 
when perspiration is “breathed off” 
the shoe, it means longer shoe life 
because less perspiration stays in- 
side the shoe to do damage to the 
leather and other parts of the shoe. 

2) Strength: Kidskin is the sec- 

ond-strongest of all shoe leathers. 
This is the more remarkable because 
kidskin is a comparatively light- 
weight leather. So the customer can 
have the desired lightness of weight 
in the shoe without sacrifice of dur- 
ability. This strength also insures 
excellent wear, with additional assets 
such as scuff-resistance. 
Kidskin has extra- 
ordinary “stretch.” It will “give” as 
much as 42 per cent under stress or 
tension—yet always returns to its 
normal size the instant stress is re- 
moved. This is a potent asset in 
shoes. It means that kidskin shoes 
need no breaking in. The shoe can fit 
snugly and neatly without pinching 
the foot, because of the leather’s nat- 
ural resilience. Keep in mind that 
700 tons a day are borne by the shoe 
~—and the leather is constantly under 
“stretch” and contraction. A_resil- 
ient leather like kidskin gives assur- 
ance of great comfort but always 
with that clean, snug fit. And fur- 
ther, a kidskin shoe holds its shape 
excellently with wear, so that the 
shoe stays new-looking longer. 

4) Comfort: Kid leather is the 
most commonly used in comfort and 
orthopedic shoes. The reasons are 
obvious, as cited above. Every cus- 
tomer, including those who buy high- 
fashion, is interested in comfort. 
Thus, kidskin can deliver maximum 
comfort whether the shoe is high- 
style or basic. This comfort feature 
is an earned and deserved feature of 
kid. 

5) Fashion: Kidskin’s popularity 
as a fashion shoe leather continues 
to grow. And there are many rea- 
sons. Light leathers like kidskin are 
ideally suited to fashion treatments. 
For example, pleating and draping 
is best done with kid. The currently 


3) Resilience: 


popular needle toe is beautifully en- 
hanced by kid because kid hugs the 
last like silk. Kidskin is synonymous 
with elegance and luxury, with “fine” 
shoes. Kidskin has a great range of 
color, and of surface textures. It has 
many “faces’’—each beautiful. Thus, 
a kidskin shoe is not just a leather 
shoe but something distinctive and 
with special elegance. It should be 
presented and sold as such. 

6) Colors: There is no other 
leather more adaptable to beautiful 
color effects and treatments than kid. 
Kid has long pioneered in leather 
colors, and continues to do so. Color, 
remember, is a style-salable feature 
in shoes. With kidskin, color can be 
sold with extra impact when associ- 
ated with kidskin. 

7) Finishes and Textures: Kid 
leather has a wide range of surface 
textures: suede, crushed or shrunken, 
glazed, metallic, etc. Its surface can 
extend from a dull mat to a high 
gloss finish. Thus, kidskin has a tre- 
mendous versatility. 

8) Linings: If the shoe has a kid- 
skin lining, use it as a selling fea- 
ture. Kidskin, remember, is the most 
porous of all common shoe leathers. 
And porosity or “breathability” is a 
major asset in linings. Also, a kid- 
skin lining denotes an extra quality 
value to the shoe—a feature that 
should certainly be brought to the 
customer’s attention. 

9) Tanning: In the making of kid 
leather, more artisan handwork is 
used than in most leathers. This is 
because of the unique character of 
kidskin which requires a skilled “per- 
sonalized”’ touch. Thus, this is an in- 
dication that kidskin is “different” 
—and this can be converted into a 
selling feature. 

10) Imported: There is something 
exotic about kidskin, because the raw 
material is brought in from so many 
strange lands throughout the world. 
Mention some of these lands. It’s an 
added effective touch in the selling 
because it makes kidskin something 
very special in the world of leathers. 


Harold J. Saum, owner of Nisley’s 
Arcade Shoe Company, Springfield, 
O., is observing the 75th anniver- 
sary of the store’s founding. Mr. 
Saum, with the store since 1911, 
continues to take an active part in 
the business. His son, James, has 
been manager for the last five 
years. 
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Break-Even Points 
(CONTINUED FROM PAGE 35) 


should markdowns go to $8,400 (12 per cent of 
$70,000) our maintained markup will slip to 32 
per cent and wipe out all profit. It becomes 
clear how important it is to stress the urgency 
of doing something about examination of mark- 
down experience when economic life or death 
swings on a narrow difference of $4,900 at retail 
($8,400.00 less $3,500.00). 

Advantage is obtained almost daily in planning 
the growth of a small business from 1) knowledge 
of the effects of each $1,000 of sales (profit of 
$254.30) above break-even of $59,000, and 2) 
knowledge of the effect of each additional $254.30 
of fixed expense, which raises break-even sales by 
$1,000. We cannot state forcefully enough that 
the focal point for such planning is a working 
knowledge of initial markup together with mark- 
down records, in order to know our maintained 
markup. 


(b 


— 


(c) With daily awareness of the changing character 
of break-even points, a store owner knows just 
when profits begin, when they change and why 
they change. 
With working knowledge of maintained markup 
and expense patterns, we can set up model op- 
erating plans, or budgets for profits, before the 
year begins. With such model profit budgets set- 
ting forth every percentage and dollar relation- 
ship, it becomes easy to see any favorable and 
unfavorable variations from plan. Corrections 
can then be attempted before it is too late. 
The most important management concept that 
becomes available is that of planning for the 
greatest number of profit dollars rather than the 
greatest profit percentage. This is based upon our 
knowledge that, within certain limitations, gross 
margin dollars above the break-even point are 
generally subject merely to variable expense re- 
duction. One of the possible practical applica- 
tions of this might be to plan for heavier con- 
(CONTINUED ON FOLLOWING PAGE) 
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MARK-DOWN AND SHORTAGE RESERVE IN RELATION TO NET SALES 


If maintained markup declines to these 


from the original 40% .............. 32% 34% 35% 36% 
With maximum markdowns and shortages 

like these causing it .............. 13.33% 10% 8.33% 6.67% 
If reserve for shortage is ................ 1.33% 1.33% 1.33% 1.33% 
Allow no more than these for markdowns 

i EG Feri onan cine vekwhas 12% 8.67% 7.00% 5.34% 





2 new in-stock styles 





New Youth’s and Boy’s Last! 
3960: BLACK SMOOTH 
(Votan Leather Sole) 
B-C-D-E 121% to 3 $5.40 
B-C-D-E 3%2to7 6.60 


Terrific Sales Success! 
This same pattern and 
last, without regular 
Pro-tek-tiv features, 
proved to be a tremen- 
dous fitter in Pro-tek- 
tiv Play-Wear youth’s 
and boy’s shoes for the 
past two seasons. 





»Pro-tek-tiv’ 


the finest in children’s shoes 
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New Growing Girl 8/8 Heel Last! 


The Saddle that sells! 7964: WHITE and BLACK 


This pattern and last is (Votan Leather Sole) 
identical to the Extra 


CURTIS » STEPHENS - EMBRY CO. Reading, Pa. 


Support Saddle which AAA 5 to 10 
during the past season AA-A-B-C 4 to 10 >$6.20 
set sales records across 
the country. D 4to 9 
Terms 5% —30 Days—F.O.B. Reading, Pa 
MANUFACTURERS OF MODERN AGE AND OFFICIAL GIRL SCOUT SHOES 
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centration upon weak volume or weak dollar 
profit departments. 

There are at least two ways to begin such con- 
centration. One is to consider the advisability of 
lower initial mark-on so that your department can 
become identified by the customer for good buys. 
Second is to consider the advisability of doing a 
better selling job on current lower markup cate- 
gories with a view to better customer service and 
better traffic for the store as a whole. In both 
cases we are aiming for more gross margin dol- 
lars to be derived from higher volume which will 
only be subject to a reduction of 10.57 per cent 
of sales for variable expenses. 

The retailer will never know what can be done about 
markups, better pricing structures and markdown control 
until he experiments in areas where the risk and exposure 
to possible loss is low. The fallacy has been for the smaller 
retailer to start his planning, if any, with maintained mark- 
up percentage without realizing the powerful impact that 
markdowns have on maintained markup and net profits. No 
sound planning in retailing can even commence without 
awareness of the interaction between initial markup, mark- 
downs and stock shortages. Once this is done then the tie-in 
with break-even planning will come naturally. Break-even 
planning then becomes a most valuable tool for net profit 
control. 

There is only one disturbing factor about the profit plan- 
ning here advocated. The small store owner is seldom able 
to execute this himself since he is so busy with so many 
things, and so much of this is based upon accounting tech- 
niques. The logical answer to this dilemma, then, is for the 
store owner to use the technical background of his outside 
accountant to the fullest and to make of him his part-time 
controller instead of his bookkeeper. As a practicing certi- 
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© AMERICA’S FOREMOST STYLISTS AND MAKERS OF TIGHTS 


fied public accountant, and drawing from my own experi- 
ence in the retail field, I tell you that it is extremely simple 
for any small store owner to set up and define a relation- 
ship with his accountant which will lead to the exact results 
herein described at little or no increase over the cost of his 
present relationship. 

The store owner must see himself as fully equipped only 
to operate as the merchandising division head of the store. 
He must then recognize the need of creating a controller's 
division with his accountant’s assistance. Then he can begin 
to consider using the important management controls which 
draw upon the merchandising and controllership divisions 
working together for more net profits. Only then will the 
smaller specialty store be able to live more profitably and 
efficiently alongside the twin threats of bigness and automa- 
tion in merchandising control work. No small store can any 
longer afford to ignore the techniques available for improve- 
ment of profits. A start in this direction even without com- 
plete results is better than no start at all. Do not delay. It 
is later than you think. 

As for the large retailer, he is already thinking this way. 
or is geared to pick up quickly from this point and expand 
into the refinements which will be discussed in future arti- 
cles on margin, expense and unit profit control. 





During the mid-Victorian period women had no feet as 
far as the fashion world was concerned because the crino- 
line and trailing skirts of the fifties, sixties and seventies 
completely hid the feminine shoe. No lady who was really 
a lady would permit anyone to get a glimpse of what her 
feet looked like. An example of this occurred in Austria 
when Franz Joseph assisted his lively Eugenie into his 
carriage and she evidently tried to exhibit her pretty 
ankles. He said to her, very quietly but pointedly, “Be 
very careful Madame, you are showing your feet.” 


NOW—AT NEW LOW PRICES! —~ 
TWO BIG MARKETS TO SELL! _e 


Little girls, big girls, all 
girls are living in Danskins,, 
the number 1 fashion cos-' 
tume—and the all-time favor- 
ite of dancers and skaters. 
Famous for their knitted-in 
flawless fit. Delightfully 
warm and comfortable! 
Wash and dry quickly. 


NEWEST COLORS, PATTERNS, 
STRIPES AND TEXTURED LOOKS! 


FULL FASHIONED TIGHTS — 
for Children from $3.50; 
for Women from $3.95 

SEAMLESS TIGHTS — 
for Women $4.95 

LEOTARDS — 
for Children from $3.50 
for Women $4.50 

TRUNKS — 
for Children $1.65, 
for Women $1.95 





All prices are retail. In stock 
for immediate delivery and 
fast fill-ins. Order direct. 
Write for complete informa- 
tion and catalog B. J. 


LEOTARDS AND TRUNKS 
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THEYVE Got AN 
AWFUL LOT OF FOOTWEAR 


w BRAZILE 


THE LARGEST SHOE FACTORY IN 
THE WORLD /S NOT IN THE UNITED 
STATES, BUT IN ARGENTINA, WHERE 
A FIRM EMPLOYS 13000 PEOPLE AND 
PRODUCES 23Q000 PAIRS A DAY. 

OF COURSE, THATS RIGHT NOW— 
THE WAY MOG: ABOUTS’ SALES ARE 
GOING-WE MIGHT PASSEM ANY DAY! 

















OF DIMES TOPHONE ALL THE MEN waite 
TOLD ABOUT MOG-ABOUTS 


THATS WHAT IT WOULD TAKE TO CALL UP THE 11,000,000 MEN 
MOC-ABOUTS SELLS FOR YOU ‘ROUND THE CALENDAR. 
THROUGH ONE OF THE BIGGEST NATIONAL PROMOTIONS IN THE 
FIELD, MOC-ABOUTS RUNS ANEW AD EVERY MONTH... IN 
ESQUIRE, ARGOSY, TRUE AND PLAYBOY. AND THAT MEANS 4 OUT 

OF EVERY6 MEN IN YOUR TOWN HAVE THE MOC-ABOUTS STORY 
BROUGHT STRAIGHT TO THEIR DOOR— IN ORDER TO BRING'EM 
STRAIGHT TO YOUR STORE/ 
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THERES A LOT OF MONEY /N I BUCK 















MOST 
MOC-ABOUTS’ RUFF BUCK, THAT IS— BIGGEST EXPENSIVE 
MONEY-MAKER THIS YEAR FOR MOST RETAIL=/ SHOES ..4. 


ERS. AND MOC-ABOUTS HELPS STORES MAKE 
THE MOST OF IT BY PROMOTING BUCK 
CONSISTENTLY=~ LIKE THE“L,S.U* HERE, 
TO BE ADVERTISED IN THE FEBRUARY 
ESQUIRE. 


. ARE A CUSTOM-MADE, BEJEW- 
ELLED PAIR OF WOMENS HIGH 
HEELS, VALUED AT $4000. BUT WHEN 
IT COMES TO GETTING THE MOST 
FOR THE MONEY~ NOTHING COMES 
NEAR MOC-ABOUTS. 


250 CANAL ST., LAWRENCE, MASS 


Moc-Abouts $5.95 - $8.95 
WOULD YOU BELIEVE IT® NASHUA FOOTWEAR CORP., 
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-.-- Salesmen on the Road 





by BERNICE S. DECKER 


The Traveler in ‘210° 


A SURPRISE envelope will be a 
novel and most welcome Christmas 
present for several dozen traveling 
men this year. Life membership 
cards in The 210 Associates are be- 
ing given as year-end and Christmas 
bonuses by a number of firms to 
their best salesmen. Wives, friends, 
and other individuals are also given 
one-year and longer memberships in 
this well known shoe industry chari- 
table organization as holiday gifts. 

The 210 Associates is another of 
the national organizations directly 
interested in and of interest to the 
salesmen on the road. Hence, we are 
highlighting its applications to the 
traveling man. 

The name designates the address 
of a building on Lincoln Street 
in Boston. The organization was 
started purely for philanthropic pur- 
poses nineteen years ago by nine 
men who had their offices there. All 
were salesmen; each represented 
some major shoe firm. Now most of 
them are either executives in those 
same firms, or head their own or- 
ganizations. In 1945 membership 
and services went on a _ national 
basis. 

. & e 

OF THE MORE than 4100 mem- 
bers, more than half are salesmen 
on the road. The rest are buyers and 
executives in shoe, leather and allied 
trades, Frederick Bloom, executive 
vice-president, reports. The current 
president, Albert D. Aronson, is sales 
manager of American Girl Shoe 
Company. Most of the executives and 
board members are salesmen who 
came up through the ranks. 

A number of the regional chair- 
men are salesmen. These include 
officials of local shoe travelers’ asso- 
ciations. Joseph Harris, of Pennsy]l- 
vania Shoe Travelers’ Association is 
chairman for the Pittsburgh region, 
and Paul B. Schroeder, executive 
director of Southwestern Shoe Trav- 
elers’ Association, for the Dallas 
area. 
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Irwin Cheim, sales representative 
for Green Shoe Manufacturing Com- 
pany, is chairman in San Francisco; 
Stanley Olshwanger, of Wood & 
Smith Shoe Company, for St. Louis; 
Leon L. Forbstein, International 
Shoe Company, and George Eccle- 
sine, Gerberich-Payne Shoe Com- 
pany, for the New York City area. 

Some 87 per cent of the money 
expended for aid has gone to non- 
members. Any shoe or leather sales- 
man, buyer or executive, whether a 
member or not, anywhere in the 
United States is eligible for assis- 
tance. Approximately 95-96 per cent 
of those helped or being helped are 
salesmen or former salesmen. 

The organization also offers the 
Blue Cross plan and several insur- 
ance programs to members. How- 
ever, these are particularly for those 
men not now members of any travel- 
ing group with such plans. 

Mr. Bloom stresses the fact thai 


Send contributions to: Mrs. Bernice S. Decker, Salesmen 
on the Road Dept., 228 Greenwood Blvd., Evanston, Ii. 


the organization in no way interferes 
with or duplicates the function of 
the local traveling group: “It is 
rather interested in seeing them be- 
come much stronger.” 

West Coast Shoe Travelers’ Asso- 
ciates presents a life membership 
in The 210 Associates to each of its 
outgoing presidents. 


Worthy of Mention... 

A FEW issues ago we did a 
sketch about a man for whom Chi- 
cago’s State Street is “the road.” 
Now we’ve found one who travels 
the nation’s “‘dime’”’ stores. 

He’s Carl H. Nathan, vice-presi- 
dent in charge of sales for the 
South Berwick Shoe Company, 
South Berwick, Me. He sells shoes 
to buyers for the variety stores, 
among the newest entrants into 
shoe retailing. Most of his accounts 

(CONTINUED ON NEXT PAGE) 





(SECOND OF A SERIES) 


MUSIC is a second accomplish- 
ment of Robert H. Walker, winner 
of the Star Salesman Award for 
Wolverine Shoe and Tanning Cor- 
poration, of Rockford, Mich. The 
contest was sponsored by the Na- 
tional Shoe Manufacturers Asso- 
ciation and the award was made 
at the National Shoe Fair. 

When he isn’t running up sales 
records, Mr. Walker composes mu- 
sic. He is an active member of the 
Society for the Preservation and 
Encouragement of Barber Shop 
Quartet Singing in America. He 
has done arrangements for some 
of the country’s top quartets. 

He started with Wolverine 21 
years ago in a Virginia territory. 
Since his first three years when 
he was learning the business, he 
has consistently placed among the 
top five on the firm’s sales force. 
This is the first time he won the 
No. 1 place. 

His home is in Grand Rapids, 
Mich. He is married, has a son 
who is also a salesman. His 
daughter’s husband is one of Mich- 





STARRING STAR SALESMEN: Robert H. Walker 


re 


\ 
ROBERT H. WALKER 
x &®-2 
igan’s most noted fruit growers. 
Mr. Walker has five grandchil- 
dren. A minister’s son, he tithes 
both his time and his earnings for 
the benefit of the less fortunate. 
His firm reports that the mar- 
gin by which he won the award 
came through his success in pro- 
moting the new line of Hush 
Puppy casuals. His runner-up was 
Charles E. Evans of Chillicothe. 
Til. 











have their buying headquarters in 
New York City. But twice a year 
he takes a swing clear across and 
around the country visiting re- 
gional offices and looking into ac- 
tual “dime” stores in order to help 
them with shoe merchandising. 

Mr. Nathan has been in the shoe 
most of his life. He 
started out in Germany, where his 
parents had operated a _ factory 
since 1901. When they had to leave 
that country, he went to Barcelona, 
Spain, where he managed a shoe 
and slipper factory for five years. 
He came to this country in 1938, 
started selling shoes in Chicago on 
a nation-wide basis to chains and 
mail order houses, and has been 
selling shoes in one form or an- 
other ever since. 

Since going with South Berwick, 
he has spent most of his time de- 
veloping the variety store shoe 
business. For the sake of his many 
friends in the shoe business in all 
price brackets, he likes to empha- 
size that these are not leather shoes 
and that they retail for under two 
dollars. 


business 


trips evi- 
traveling 


Two 
dently 


cross-country 
weren't enough 


last year, because he took a trip to 
Europe last summer. When he’s at 
work in his attractively furnished 
New York showroom, he provides 
background hi-fi music. 


Noted Here and There .. . 


Our thanks to the National Shoe 
Travelers’ Association for its reso- 
lution “in appreciation of the fine 
publicity and generous coopera- 
tion given it by BooT AND SHOE RE- 
CORDER” passed at the recent na- 
tional convention. 

. - . 

Maurice C. Blanke, who formerly 
traveled the Chicago territory for 
the Friedman-Shelby branch of the 
International Shoe Company for 
many years, is recuperating from a 
recent operation, at his North 
Hollywood, Calif., home. His ad- 
dress is 4816 Arcola Ave. 

. s * 

Myron B. Wolf, of the Boot & 
Shoe Travelers’ Association of New 
York, was installed December 5 as 
president of the National Council 
of Salesmen’s Organizations, Inc., 
a federation of wholesale sales- 
men’s groups. He represents Pen- 
obscot Shoe Company. End 
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e About Shoe People 


Raymond H. Blanchard, presi- 
dent of B. F. Goodrich Footwear 
and Flooring Company, Watertown, 
Mass., has been chosen “Boss of the 
Year” by the Beacon Hill Chapter 
of the National Secretaries Associ- 
ation. The award was presented at 
the annual Executives’ Night din- 
ner meeting of the chapter held re- 
cently in Boston. 


Lewis Gross has been named 
merchandise manager of the shoe 
department of the 2 Guys from 
Harrison store at Totowa, N. J. He 
will be in charge of personnel and 
merchandise selection. 


Irv Braverman is manager-buyer 
of Berger-Siegel’s new fashion shoe 
salon, at Springfield, III. 


Donald Meyers has become man- 
ager of the Baker’s QualiCraft store 
at 9104 Grand River, Detroit, suc- 
ceeding Robert Treklis. The latter 
will manage a Baker’s in St. Clair 
Shores, Detroit suburb. 


B. C. Bowen, Jr., of Bowen, Inc., 
manufacturers of golf shoes in 
Pasadena, Calif., addressed the 
Professional Golf Association re- 
cently at Dunedin, Fla. His wife, 
Evelyn, conducted a style show at 
the same event. 


Louis Mack, for 21 years in the 
men’s furnishings business at Las 
Vegas, Nev., has bought Neusoms 
Junior Shoe Store at Arcadia, Calif. 
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Chain Group Opposes 
Labeling Legislation 


NEW YORK — Members of the 
National Association of Shoe Chain 
Stores received assurance here from 
Executive Vice-President Edward 
Atkins that their group is working 
closely with other shoe trade associ- 
ations in opposing compulsory shoe 
labeling legislation. 

Meeting in New York just before 
the Popular Price Shoe Show, the 
chain association resolved that label- 
ing would not be in the public in- 
terest. Plans were drawn up to ap- 
point an NASCS committee to deal 
with the subject. 

Edward Seligman, counsel for the 
association, presented a detailed re- 
port on compulsory labeling as it 
currently applies to various prod- 
ucts. In addition he cited the possi- 
ble effects of such legislation on 
footwear. A compulsory labeling 
bill is expected to be introduced in 
Congress in January, he explained. 

Benjamin Seligman, also counsel 
for NASCS, presented an evaluation 
of label legislation as it may affect 
retail shoe business. 

Rising shoe imports were a sec- 
ond chief topic at the NASCS lunch- 
eon meeting. The association is ap- 
pointing a committee to study the 
short-range and long-range implica- 
tions of rising shoe imports in rela- 
tion to retail shoe selling. 

Mr. Atkins said retailers have a 
dual responsibility: to bring the 
best possible shoe values to their 
customers, and to recognize their 
dependency on domestic resources. 

William M. Blackie, president of 
the association, presided. 


Two Retailing Organizations 
Oppose Sunday Openings 

NEW YORK—Two major retail 
trade organizations have joined in 
urging the nation’s retailers to re- 
main closed on Sundays. 

George W. Dowdy, president of 
the National Retail Merchants As- 
sociation, representing more than 
10,400 department, specialty and 
chain stores, and J. S. Mack, presi- 
dent of the Variety Stores Associa- 
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Cleveland Chain Awards ‘Shoes for Life’ 


CLEVELAND—Tying in with a 
current trend toward jackpots that 
offer everything from mink coats to 
life-long financial security, Clarence 
Faflik Shoe Stores of Cleveland has 
awarded “shoes for life’’ to six cus- 
tomers. The offer was a part of a 
promotional campaign that followed 
the opening of the latest Faflik unit 
in the Great Northern Shopping 
Center at North Olmsted, near 
Cleveland. 

One winner was chosen from each 
of the six Faflik units, with the 
mayor of the suburb where the store 
is located choosing the victor. Cus- 
tomers had only to sign up in any 
of the stores to be eligible. 

The winners each received three 
pairs of shoes annually in any style, 
size or color for life, explained Fred 
Wildau, co-owner of the Cleveland 
chain with his brother, Hans. If the 
winner moves, the stores will mail 
the shoes. 

The contest was given full promo- 
tional treatment beginning with 
large ads in all the suburban shop- 
ping papers announcing the start of 
the contest. In addition, the daily 
city papers gave the Wildau broth- 
ers, who are twins, full editorial 
treatment. Large displays featuring 


a seven-foot illuminated cutout of a 
shoe sole were erected in front of all 
the Faflik stores, to attract custom- 
ers’ attention to the contest. 

Additional promotion was achieved 
by television and radio appearances 
of the Wildaus and a pert “Miss 
Shoes for Life’ model. 

The new North Olmsted 
features a pet monkey in a large 
and well-equipped cage, carousel- 
type riding horses and an exhibit of 
local school children’s art work, from 
which a winning entry is selected 
each month and a prize given to the 
winner. 

In the rear of the 3750-square- 
foot store, the walls are covered with 
murals of life-like jungle animals, 
carrying out the store’s “Safari” 
theme aimed at the children. 

As in all Clarence Faflik stores, 
this one will specialize in scientific 
shoe fitting and corrective shoes, in 
addition to carrying name brands 
for men, women and children. 


store 


Manager of the new store is Ned 
Lulow, a 12-year veteran of the 
chain. Assistant manager is Kent 
Dean, formerly manager of Halle’s 
department store shoe salon in 
Southland. 





Buyer and Traveler Honored by West Coast Group 


West Coast Shoe Travelers’ Associates has honored "Salesman of the Year" and 
“Buyer of the Year." In left photo, George Rogers (right), who represents John 
Marion Gems by Dalsan, accepts salesman trophy from Pearse Newell, WCSTA 
president. He was cited as traveler who had worked hardest for advancement 
of fellow salesmen. In photo at right, Alfred E. Schmidt (right), genera! mer- 
chandiser of shoes for Broadway Department Store, Los Angeles, looks over buyer 
trophy he won for creative merchandising and cooperative attitude toward travel- 
ers. With him is George Cejka, chairman of recent spring show. ' 


tion, representing 9000 variety 
stores in 48 states, issued state- 
ments urging the closing. Their re- 
marks were timed to coincide with 
the opening of the Christmas selling 
season. 
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Brouwer’s of Milwaukee Adds a Cozy 


Suburban Unit 


Manager George Wood fits a customer in Brouwer's new Whitefish Bay, Wis., store. 
Below the glass display case at the rear wall—visible immediately to customers 
as they enter—are two rows of roomy drawers for storing dance costumes and 


MILWAUKEE — Brouwer’s has 
marked its 58th year in the shoe 
business here by opening a new unit 
in suburban Whitefish Bay. Grand 
opening of the new outlet was held 
November 20, several weeks ahead 
of the actual anniversary date, to 
take advantage of pre-Thanksgiving 
Day traffic. 

Customers entering the friendly, 
well illuminated store see a long 
glass wall case with sliding doors 
displaying ladies’ and teens’ foot- 
wear at the far wall. The wall sepa- 
rates the sales floor from the stock 
section. Vari-colored women’s size 
bucket chairs and more ample cap- 
tain’s chairs and benches are pro- 
vided for men and children custom- 
ers being fitted. 

Shadow boxes on the walls are ef- 
fectively utilized for display. 

Colors are expertly employed in 
the store’s decor to provide a warm 
atmosphere: the carpet is soft, gold 
nylon acetate. Woven, textured wall- 
paper featuring an off-green hue is 
used in the men’s shoe section on the 
store’s west wall. Wallpaper behind 
the hosiery and wrapping counters 
has a white background, highlight- 
ing gold, coral and pink shoe de- 
signs with touches of green and 
black. 

These coral, white and charcoal 
accents are subtly picked up in the 
store furniture, providing a restful, 
quiet effect. 

Manager of the new store is a 
veteran children’s footwear buyer of 


Rocking horse keeps 


youthful customers happy. 


3rouwer’s downtown store, George 
Wood. With the firm for 26 years, he 
will retain his post as head of the 
downtown children’s department. 


Dates Advanced to May 3-5 
For Denver °59 Fall Show 

DENVER — The Denver Shoe 
Show for fall, 1959, has been moved 
to earlier dates, May 3, 4 and 5. The 
change was announced at the annual 
meeting of the Mountain States Shoe 
Travelers’ Association here. 

Keith T. Johnson of Denver, rep- 
resenting Red Wing Shoe Company, 
was unanimously elected president 
of the group, succeeding Frank M. 
Phillips, who has served for two 
years. D. D. (Tex) Lindley, Town 
& Country Shoes, was named first 
vice-president; Don Robinson, Joyce, 
second vice-president, and Danny 
Kole, Guild Moccasins, secretary- 
treasurer. Robert E. Schuster, Kemp 
Shoe Company and Blum Slipper 
Company, was retained as executive 
secretary. 

New directors are Leonard Fritz, 
Jack Bahlman, Dick Wainwright, 
Francis Pierpont and Harold Keuhs. 
Holdover directors are Ralph George 
and Paul Preston. 

Mr. Phillips, who will serve as 
chairman of the board, was pre- 
sented a lifetime membership in the 
association for his “valuable and 
loyal service.”’ During his tenure the 
association membership and show 
exhibitor list grew substantially. 


‘Retailer of 58’ Named 
In Mountain States 


DENVER—Stewart (Pat) Pat- 

rick, who owns and operates Pat’s 
Booteries in McCook, North Platte 
and Grand Island, . 
Neb., and Boul- 
der, Colo., has 
been elected 
“Shoe Retailer of 
1958’’ by the 
Mountain States 
Shoe Travelers’ 
Association. 

Mr. Patrick 
first learned of 
the honor when 
11 Denver Post 
newsboys shouting “Extra!” rushed 
into an overflowing hotel ballroom 
during last month’s Spring Shoe 
Show. A Post edition had been “made 
over” with banner headlines an- 
nouncing opening of the spring 
market and the award. 

Mr. Patrick will keep in his store 
for one year a large mahogany and 
gold plaque, on which his name is 
inscribed. He also was given a per- 
manent desk set trophy. The selec- 
tion was based on window displays, 
quality of advertising, progressive- 
ness in the industry, courtesy to 
traveling men, general merchandis- 
ing habits and cooperation with the 
Mountain States group policies in 
helping create better merchandising. 
Candidates had been named for the 
award from retailers in 10 Mountain 
States. 

Mr. Patrick, who is 55, first man- 
aged a store in 1927. 


STEWART PATRICK 


Keith Johnson, left, newly elected presi- 
dent of Mountain States Shoe Travelers’ 
Association, displays permanent “Re- 
tailer of the Year" trophy and individual 
trophy, a desk set, to be given annually. 
With him are Drel Nothern (center) of 
Accent Shoe Company, member of the 
travelers’ group, and D. D. (Tex) Lind- 
ley, Town and Country Shoes, elected 
first vice-president. 
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Pittsburgh itiinnee Show 
Will Employ Two Hotels 

PITTSBURGH 
February 8-10 summer showing, ex- 
hibitors of the Pennsylvania Shoe 
Travelers’ Association will present 
their lines at two hotels, the Carl- 
ton House and the Penn-Sheraton. 
Joseph Harris, executive secretary- 
treasurer of the association, an- 
nounced the plan. 

“This new arrangement,” he said, 
“was made possible through the 
settlement of differences between 
the members of the Carlton House 
Shoe Caravan and the Pennsylvania 
Shoe Travelers. Harold Cohen of 
the Shoe Caravan group came to 
Pittsburgh to resolve these differ- 
ences.” 

Mr. 
available to 


rooms will be 
at least 200 


said 
display 


Harris 


lines. 

The Carlton House Shoe Caravan 
held its most recent show Novem- 
ber 2-4 in the Carlton House Hotel. 
The Pennsylvania group sponsored 
a mart in the Penn-Sheraton two 
weeks later. 


December 1/5, 1958 


Batavia, N.Y. 
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Missouri Success Story: Sihenins Fit plus Chocolate Milk 


ST. LOUIS—‘Make your custom- 
ers walking and talking advertise- 
ments for your store.’ Ernie Marx, 
owner of Pam’s Shoe Stores in Clay- 
ton and Crestwood, Mo., offered that 
advice in a talk before International 
Shoe Company’s Progress Club. 

Mr. Marx discussed retailing at 
the local level in general, and his own 
store in particular. Pam’s strives to 
make shopping pleasant for the cus- 
tomer, he said. To accomplish this 
he offers charge accounts, delivery 
service and a milk-bar. 

“Frankly,” Mr. Marx admitted, 
“the milk-bar is one of the biggest 
nuisances I have ever put up with—- 
but so is paying for the shoes we 
buy, and both are mighty important 
to us. We give the children orange 
drink or chocolate milk and give the 
parents cokes. Expensive? Of course 
it is. But it is unusual. We can even 
get children to drink milk in our 
stores who wouldn’t be caught dead 
drinking it at home!” 

Mr. Marx added, “The children 
know little about quality or fit of 
shoes, but they know that Pam’s has 
chocolate milk. It works, believe 
me.” 


fit- 
fac- 


Proper fitting, ‘“guaranteed”’ 
ting, does more than any other 
tor in making mothers want to bring 
their children back to Pam’s, Mr. 
Marx told the club. “We hire the 
best available salespeople and pay 
them a salary, not a commission,” 
he said. “Our salespeople inspire con- 
fidence in the customers by their 
knowledge of fitting.” 

Even during business peaks, the 
sales personnel never wait on more 
than one at a time. Customers are 
known by name, children are known 
by name. Customers take a number 
when they enter the store so that 
they may be served in turn. 


Maryland Club Hears Sullivan 

BETHESDA, MD.—Sam Sullivan, 
a Laredo, Tex., retailer and a 
founder and first president of Inde- 
pendent Shoemen, addressed the 
Bethesda Kiwanis Club here, Novem- 
ber 25. 

Mr. Sullivan, who is also a mem- 
ber of the board of directors of the 
National Shoe Retailers Association, 
traced the origin and history of the 
Independent Shoemen organization. 
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Despite Spotty Attendance— 


Heavy Buying Marks Midwest Showing 


CHICAGO—Intensive buying by 
all retailers who attended, marked 
the Spring Shoe Market of the Mid- 
west Shoe Travelers’ Association 
held here last month. Although at- 
tendance was down from the previ- 
record-breaking August show, 
it was much better than a year ago. 
It was one of the best November 
buying shows in some years. 

Traffic among the some 50 exhibi- 
tors was spotty. Sunday’s registra- 
tions were chiefly from out-of-town. 
Surrounding towns in Illinois, others 
from the central and downstate 
areas, as well as Iowa, Wisconsin, 
indiana and Michigan were well 
represented. Pressure of pre-Christ- 
mas openings was believed to have 
kept attendance below expectations. 

However, those who attended were 
definitely not “just looking.” They 
bought shoes for their spring re- 
quirements. They wanted delivery 
from now through February, and ail 
specified “the earlier the better.” 
Despite pressure, many factories ad- 
vised accounts that deliveries for 
women’s make-up shoes can’t be 
made before February 20. Delivery 
dates have been lengthened by many, 
because of the fact that 10 days will 
be lost in the traditional Christmas 
week factory shutdown. 


eus 


Shortages Threaten 

The possibility of shoe shortages 
loomed. Retailers who haven’t com- 
pleted their primary commitments 
are most concerned. They have been 
forced to seek other lines and may 
well be caught short on deliveries. 
The early Easter places considerable 
pressure all along the line. Retailers 
fear that heavy buying may be de- 
Jayed until mid-March. This allows 
no time to get the feel or pattern of 
buying, and certainly no opportunity 
for re-ordering. 

Both real and threatened price 
increases also spurred buying at the 
show. This was particularly true in 
men’s lines, which for the most part 
experienced an active show. Retail- 
ers wanted all the at-once shoes they 
could get for holiday selling. They 
were also looking for new items for 
spring, many in addition to those 
already included in initial commit- 
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ments. 

The over-all trend was to lighter 
weights with an Italian background. 
This trend means that the shan- 
tungs and nylon meshes are on their 
way out. One and two-eyelet ties 
appeared to be yielding to three and 
four-eyelet ties, with more slip-ons 
and side gores in cushion crepe 
glove leathers. Pairs that weigh 
either slightly under or over a 
pound have had extra impetus. Cen- 
ter buckle items have also picked up 
and reached over into the popular 
grades. Pillow types, for promotion 
from March on, were also in demand 
both in men’s and children’s. 


Up-grading in Men's Lines 

Also contrasted with a year agu 
in men’s lines was the tendency to 
up-grade. Higher-priced shoes sold 
better than the lower. A year ago, 
$12.95 shoes did the volume in mid- 
dle-of-the-road buying. This time 
the shift was up to $15.95 and 
$16.95, with volume concentrating in 
the $12.95 to $15.95 range. There 
was also a pickup in re-orders and 
advance orders on shoes to retail 
for $20. 

Women’s style lines were extreme- 
ly active, with one novelty and high- 
style firm reporting the best sales 
record for many years. A number 
of new accounts were opened up by 
high-stv!e firms. Department store 
buyers were particularly anxious 
both for at-once shoes and for new 
items for pre-Easter selling and for 
promotion immediately after. Black 
patent continued to account for vol- 
ume in all styles. Bone and vanilla 
tones surged rapidly. 

Children’s shoe lines also experi- 
enced satisfactory buying, although 
inventories and supplies are more 
stable in these categories. 


Saks Suburban Unit Opens 


SKOKIE, ILL.—Complete men’s, 
women’s and children’s shoe depart- 
ments are included in the new Saks 
Fifth Avenue store which opened in 
the Old Orchard shopping center in 
this Chicago suburb. This unit is 
Saks’ first entry into the suburban 
field in Chicago. 


‘Fashion on a Budget’: 


Ist-Floor Department 
Sparks Extra Sales 


ST. LOUIS—Main-floor placement 
of a new women’s shoe department 
in Scruggs Vandervoort Barney de- 
partment store has meant extra 
sales of “fashion on a budget” shoes. 

Located as it is on the main traffic 
artery through the downtown store, 
the newly opened Career Shop 
catches the eye and the charge 
plate of shoppers. Response to the 
new selling area has been excellent, 
according to A. C. Warren, merchan- 
dise manager for all shoes. Accent 
and Fortunet lines have been moved 
from the large second-floor women’s 
shoe department and are featured in 
the Career Shop. 

Dress pairs range in price from 
$9.95 to $13.95, with casuals from 
$7.95 to $9.95. A counter to show 
flats and slippers, chukkas, wedges 
and the like, makes an “L” with the 
fashion section. There are 21 fit- 
ting chairs, covered in an orange- 
tan plastic fabric and placed on gray 
tweed carpeting. Walls are pale 
chartreuse with gold curtains 
screening the stock area. 

Shoes are on open display on long 
three-tiered racks in full view of 
store artery traffic. Pairs may be— 
and are—handled and rehandled by 
customers. All types of footwear 
from casuals to most formal slippers 
are out where prospective buyers 
can fondle and appraise them. The 
Career Shop plays up “The Correct 
Shoe for the Occasion” theme, and 
colored suedes and ranchhide pairs 
are prominent on aisle racks and in 
recessed wall units. 


Store Moves in Washington 


WASHINGTON, D. C.—In mov- 
ing to a new location after 11 years 
at the old site, Bruce Hunt men’s 
specialty shop has switched from 
catering to high-style customers to 
a more conservative element, ac- 
cording to men’s shoe buyer Dave 
Fugitt. However, Mr. Fugitt said 
he finds a continued trend toward 
the purchase of a pair of casuals as 
extras after men have bought their 
basic shoes. The store, which fea- 
tures the men’s shoe lines of Edwin 
Clapp & Son and James A. Bannis- 
ter, is now at 1325 F St. N.W. 
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JANUARY 


Spring-Summer Showing, Mid-Atlantic 
Shoe Show, Inc., Benjamin Franklin 
Hotel, Philadelphia January 4-7 

Annual Banquet, New England Shoe 
Foremen and Superintendents’ Asso- 
ciation, Hotel Statler-Hilton, Boston 

January 17 

Shoe Show and Convention, Empire 
State Footwear Association, Inc., 
Hotel Onondaga, Syracuse, N. Y. 

January 18-20 

Factory Management Conference, Na- 
tional Shoe Manufacturers Associa- 
tion, Netherland Hilton Hotel, Cin- 
cinnati, O. January 30-February 3 


FEBRUARY 


Spring Shoe Caravan, Associated Shoe 
Travelers of Baltimore, Hotel New 
Howard, Baltimore ..... February 1-3 

Summer Shoe Mart, Pennsylvania Shoe 
Travelers’ Association, Hotels Penn- 
Sheraton and Carlton House, Pitts- 
burgh .February 8-10 

Allied Shoe Products and Style Exhibit, 

Fall and Winter, New York Trade 
Show Building, New York City 
February 14-17 

Leather Show, Fall and Winter, Tanners’ 
Counci! of America, Waldorf-Astoria, 

New York ” .....February 17-18 


MARCH 
Advance Fall Shoe Market Week, New 
England Shoe and Leather Associa- 
tion, Hotels Statler-Hilton and Shera- 
ton-Plaza, Boston ....March 30-April 4 


APRIL 
St. Louis Annual Fall Showing, St. Louis 
Shoe Manufacturers Association, Ho- 
tels Sheraton-Jefferson, Statler-Hilton 
and Lennox April 12-15 





MAY 
Fall Shoe Show, Mountain States Shoe 
Travelers’ Association, Albany Hotel, 
Denver . ...May 3-5 
Fall Shoe Show, ‘Southeastern Shoe Trav- 
elers, Inc., Henry Grady, Dinkler gi = 4 2 
Plaza, Peachtree on Peachtree, and > ee ae Li “aes 
, — Hotels, Atlanta .. May 3-6 ‘ 2 
opular Price Shoe Show of America, f $2 $: 
New England Shoe and Leather Asso- selling Or pe and 3 m 
ciation and National Association of 
Shoe Chain Stores, New York City 
May 3-7 
Fall Shoe Fair, Southwestern Shoe Trav- 
elers' Association, Adolphus, Baker, 
Southland and Statler-Hilton — 
Dallas ay 
Fall Shoe Mart, Pennsylvania Shoe aed 
elers' Association, Hotels Carlton 
House and Penn-Sheraton, Pittsburgh 
May 16-19 


KC Y| 3S American Standards 


biggest in-stock selection, too... 
why pass up a winning combination like this! 


New Florsheim ‘Unwrapped’ 


INDIANAPOLIS, IND. — Ronald 
D. Stoneburner literally had to “un- a eee a 
wrap” the Florsheim Shoe Store he | Ty In-stock, nationally advertised 
manages when it opened recently in | | od $4.50 - $7.95 (some slightly higher) 
this city’s Glendale Shopping Center. Sn aa 
The entire show window front had 
been covered with plastic wrapping 
material, just like a package. LACONIAN SHOES CORP., LACONIA. N. H. 
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J. E. Poole Killed in Crash; 
Enna Jettick Representative 
BURLINGTON, WASH.—4J. Ever- 
ett Poole, 57, a § 
sales representa- 
tive for Enna Jet- 
tick Shoes, Inc., 
of Auburn, N. Y., 
was fatally in- 
jured in a two- 
car auto accident 
at Alger, a small 
town near here, 
November 12. 
Thrown from his 
car in the colli- J. EVERETT POOLE 
sion, he died on the way to a hospital. 
He was on the Enna Jettick sales 
force for 12 years. He and his wife, 
who survives, had no children. Fun- 
eral services were held in Seattle, 
where the couple made their home. 
Burial was in Ardmore, Okla. 


EDWARD J. TERRONI, 43, 
manager of the John Irving Shoe 
Store in Portland, Me., was killed 
when his automobile collided head- 
on with another car in that city, 
November 23. A native of Provi- 
dence, R. I., he had been employed 
in shoe stores there for 18 years. 
Survivors include his widow, Phyllis 
P.; his parents, two sons and two 
daughters. 


WILLIAM E. MARSAL, owner of 
the Scientific Shoe Fitters Company 
in Cleveland, died November 20 at 
his Cleveland Heights, O., home 
after several months’ ill health. He 
had operated the store for 20 years. 
Surviving are his wife, Elsie; his 
mother, Mrs. Alice Pellerin, and a 
sister. 





LOUIS SCHOEN, 70, a former 
vice-president of the Wise Shoe 
Company, operator of a chain of re- 
tail women’s shoe stores, died De- 
cember 2 in Mt. Sinai Hospital, 
New York City, after a six-week ill- 
ness. His home was at 11 West 81st 
St. A widower, he leaves a brother, 
Nathan. 


Richard Freeman, Executive 
Of Wisconsin Manufacturer 

BELOIT, WIS.—Richard B. Free- 
man, 45, chairman of the executive 
committee of the Freeman Shoe 
Corporation board of directors, died 
here recently. With the men’s shoe 
manufacturing firm since 1935, he 
was a former vice-president and 
treasurer. 

Mr. Freeman was a son of one 
of the company’s founders, the late 
R. E. Freeman. He was a graduate 
of Northwestern University. 

Surviving are his wife, Jean; two 
sons, Richard H. and James P.; a 
daughter, Martha; his mother, Mrs. 
R. E. Freeman; two brothers, Wil- 
liam, president of the shoe company, 
and John, and a _ sister, Mrs. 
Thomas Mills. 


WILLIAM O. LONGNECKER, 
area representative at Buffalo, 
N. Y., for the Lehigh Safety Shoe 
Company, a subsidiary of Endicott 
Johnson Corporation, died of a 
heart attack November 21 at his 
home. Mr. Longnecker was well 
known in western New York safety 
circles. He was a director of the 
Western New York Safety Confer- 
ence and a member of the Niagara 
Frontier Chapter of the American 
Society of Safety Engineers. He is 
survived by his wife, his father 
and a sister. 





FOOT KING* 


MEN'S and BOYS' 
GOODYEAR WELTS 
Stocked in Widths 








“Foot Kings Make Your Feet Feel Good" 
Dept. 1215, A. S. Kreider & Son Co., PALMYRA, PA. 
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Shoe Store Equipment 


CATALOGUE 
IS RESERVED FOR YOU! 


7-- Mail Coupon Today! --- 


e What's New 


Light, Flexible Soling Offered 
For Casual Shoes and Flats 


CHELSEA, MASS. — A light- 
weight, flexible soling material for 
use on casuals and flats has been 
developed by the American Biltrite 
Rubber Company. Sales Manager 
Eliot L. Bernstein said it has been 
named Velva-flex. 

The new soling is described as un- 
usually flexible, so light that it floats 
and yet sufficiently firm so that no 
manufacturing problems will be met. 
Velva-fiex, Mr. Bernstein said, has 
the fibrous appearance of natural 
soling materials. 

The claim is made that the ma- 
terial offers all the advantages of 
nuclear soling: gauge uniformity, 
cutting accuracy and price stability. 
It is currently available in sheets 
which are 36 inches square and five 
irons in thickness. It comes in 
chrome color but other colors will 
be made as demand develops. 


Wire Display Stand Offered 


MISHAWAKA, IND.—A display 
stand made completely of heavy- 
gage wire finished in dull black 
lacquer, is being made available by 
Mishawaka Rubber Company, Inc., 
tc dealers. 

Supplied with each display unit 
are a dozen extension rods and shoe 
holders on which the footwear is 
placed, as well as banners illustrat- 
ing Red Ball brand names. Each 
unit, 28 inches high and 24 inches 
wide, holds 12 shoes. According to 
the Mishawaka firm, the Stylette 
display—as it is called—may be 
used as a window or counter fixture, 
or units may be joined together. 
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Steel Washers, Wood Cores 
Bypassed in New Rubber Heel 


AKRON, O.—Seiberling Rubber 
Company is manufacturing a rubber 
heel for men’s and boys’ shoes 
which has a “Sitex’”’ core—a hard but 
flexible material. It is said to be the 
first heel made successfully without 
steel washers or wood cores, and the 
first of its type to be marketed na- 
tionally. 

The heels are being supplied to 
shoe repair shops under the trade 
name “Softy.” They are availabie 
also to shoe manufacturers. 

The “Sitex” core inserts are de- 
signed to grip nails securely when 


Seiberling's "Sitex" core heel 


the heel is applied to a shoe, said 

. K. Seiberling, manager of the 
company’s shoe products division. 
The cores are moisture-resistant. 

The company has made thousands 
of walking tests with the heels, in 
all parts of the United States, many 
of them by postmen volunteers. 


Plastic Boot Liner Serves 
As Emergency Rain Covering 


CHICAGO — Plastic boot liners 
which can double as protective shoe 
bags or emergency rain boots have 
been introduced by U. S. Stagalite 
Company here. Known as Plasti-Ped, 
the liner is made from a double-wall 
soft plastic. One size fits all wo- 
men’s shoes up to size 9. 

Makers of the product, which is 
packaged in a clear-plastic pouch 
measuring 2 by 4 inches, think they 
have a likely market in the nation’s 
airlines—which could supply the 
plastic coverings to passengers for 
rainy weather departures. They see 
a second market among rubber foot- 
wear manufacturers, who could put 
the product to use as a dirt-proof 
liner inside galoshes and stadium 
boots. 


Already Plasti-Ped is being used 
as a giveaway item by shoe stores. 
According to the Stagalite Company, 
it has miscellaneous uses. One of 
them: as a waterproof bag for 
carrying leaky bottles. 





Anti-Skid Sole Displayed 


Retailers carrying the new Yacht Shoe 
made by the B. F. Goodrich Company at 
Watertown, Mass., are being supplied 
with an attractive window card that 
displays and even demonstrates the anti- 
skid sole which is the shoe's chief fea- 
ture. Shaped and colored to resemble 
a life preserver, the center cut-out holds 
a fixed shoe, bottom up, to show the 
many sharp edges of rubber which, in 
use, grip slippery surfaces such as wet 
decks. 
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2 Way Swive/ Strap 


Now... 
Also Available in 
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ORDER 
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Reading, Pa. 
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Link to Team Helps Store 
Attract Teenage Customers 


SACRAMENTO, CALIF.—A link 
with a local high school football team 
has proved a springboard to increased 
sales for Anderson’s Shoes, Sacra- 
mento retailer. 

Manager Maurie Einhorn ex- 
piained, “In keeping with the growth 
of Sacramento and this south area in 
particular, we have somewhat spon- 
sored the team of Hiram Johnson 
High School, and each week put up 
a breakdown of team participation 
scores in the window. We are award- 
ing a football trophy at the end of 
the season.” 

To attract teenage business, the 
store on Christmas Eve will award 
to a high school student an extension 
telephone for one year’s use. The 
local phone company is cooperating 
by displaying telephones of eight col- 
ors in the store’s windows. Through 
the competition store officials hope to 
compile an up-to-date teenage mail- 
ing list. 

Recently Anderson’s conducted a 
four-day “‘Penny-a-Pound” sale, re- 
ducing the price of a pair of shoes 
one cent for each pound of the cus- 


tomer’s weight. 

Mr. Einhorn said the sale 
creased business substantially over 
last year’s figures for the same four 
days.” 

The store, owned by Frank L. An- 
derson, is associated with the Mer- 
chants’ Service Plan of Roberts, 
Johnson & Rand division, Interna- 
tional Shoe Company. 


“in- 


Youth Foot Care Stressed 

BRIDGEPORT, CONN. — Fair- 
field County, Conn., recently staged 
its first annual Youth Foot Care 
Week observance in cooperation 
with President Eisenhower’s Coun- 
cil on Youth Fitness. According to 
Dr. Michael V. Simko, a chiropodist, 
“The Fairfield County Chiropody 
Society tried to stress the impor- 
tance of proper shoes to promote ac- 
tivity and foot welfare.” He said 
the group had “moderate coopera- 
tion from local shoe merchants.” 
Importance of proper shoe fitting 
was stressed in local newspaper 
stories quoting both Dr. Simko and 
a Bridgeport retail merchant, Her- 
man Friedman of Scientific Shoe 
Fitters. 





Your Customers 
Buy Good Shoes 


e Trade Literature 


Endicott Johnson Catalog 


ENDICOTT, N. Y.—A 98-page 
catalog presenting the company’s en- 
tire 1959 line of shoes has been 
distributed by the Endicott Johnson 
Corporation here. The spiral-bound 
catalog has tabs marking separate 
sections for men’s, boys’, women’s 
and girls’, children’s, infants’ and 
work shoes, plus newspaper mat 
service. The catalog is illustrated 
throughout, with four-color covers. 


Booklet on ‘Quilon’ Complex 


WILMINGTON, DEL. — The 
chemistry, properties and major 
uses of du Pont’s “Quilon” chrome 
complex are outlined in a booklet 
offered by Grasselli Chemicals De- 
partment, E. I. du Pont de Nemours 
& Company, Inc., here. According 
tv the company, the product, a sur- 
face treating agent, is employed by 
tanners to improve the resistance 
of side leather to water, chemicals 
and perspiration without impairing 
breathability. Such treatment also 
improves softness and pliability of 
the leather, according to the firm. 
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_ Announcing the 45th ANNUAL 


MID-ATLANTIC SHOE SHOW 


JANUARY 4th thru 7th 
BENJAMIN FRANKLIN HOTEL, Philadelphia 


11 WEEKS BEFORE EASTER is the most perfect 
timing ever for alert RETAILERS and BUYERS in the middle 
Atlantic area to finalize their Easter, Spring and Summer 
Season Footwear commitments 


A CORDIAL INVITATION 


is extended to attend this great regional 
“MARKET-WEEK" event 


@ 300 LINES OF SHOES 
ON DISPLAY UNDER ONE ROOF 


@ Grand Prize for Retailers — Buyers 


may... .. SHOP. ... COMPARE 


A great opportunity also to see people 
and exchange contacts and information 
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International Creates 


Teen-Juvenile Post 


ST. LOUIS—John W. Hill, for- 
merly general merchandise man- 
ager of juvenile shoes at Interna- 
tional Shoe Company, has been ap- 
pointed marketing manager for 
juvenile and teenage shoes, a newly 
created position. 

He will supervise the styling, 
sales and distribution of shoes for 
the juvenile and teenage markets. 

A native of Holland, Mich., Mr. 
Hill joined International in 1928 as 





JOHN W. HILL 


EDWARD A. QUIGLEY 


a member of the piece rate depart- 
ment. He became general merchan- 
dise manager for juvenile shoes in 
1947, with duties including coordi- 
nating the functions of styling. 

Edward A. Quigley has been pro- 
moted to general merchandise man- 
ager of the juvenile division, suc- 
ceeding Mr. Hill. A native of St. 
Louis, Mr. Quigley joined Interna- 
tional in 1926. In 1945 he became 
juvenile merchandise manager for 
the RJ&R division. In 1950 he was 
named manager of juvenile shoes 
for the Sentinel division. Two 
years later he became manager of 
the juvenile style department. 


Rubber Corp. of California 
Expanding Plant; Sales Up 

GARDEN GROVE, CALIF.—An 
expansion program involving the ad- 
dition of several large buildings 
linking administrative offices and 
the main plant has been announced 
by The Rubber Corporation of Cali- 
fornia, here. 

Warner L. Newton, sales man- 
ager, said, “A considerable amount 
of new equipment is being installed 
to reach the goal of 25,000 pairs. 
Sales are exceeding the previous all- 
time high.” 

The company manufactures can- 
vas and rubber footwear. 
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Men’s, Children’s Topics Listed: 


Factory Conference Program Takes Shape 


NEW YORK—Programs for the 
men’s and children’s sessions of the 
Factory Management Conference 
were made public here by the Na- 
tional Shoe Manufacturers Associa- 
tion, which sponsors the annual con-. 
ference. 

Children’s sessions will focus on 
lasts, the vulcanizing process and 
fitting room conveyors. There will 
be seven major topics of discussion 
at the men’s sessions. 

All the sessions will be held in 
Cincinnati, O., January 31 to Feb- 
ruary 3. James Z. Greeley, Herbst 
Shoe Manufacturing Company, is 
general chairman of the juvenile 
program. Chairman for the men’s 
sessions is John T. Heald, vice-presi- 
dent of Stetson Shoe Company. 


Men’s Sessions 

Each of the seven specialized 
topics will be under the supervision 
of a qualified sub-chairman experi- 
enced in his respective field. 

The various Cement Shoe Proc- 
esses, including flat and silhouwelt. 
and applicable to men’s shoes, will 
comprise a special session, headed 
by William C. Mooney of Freeman 
Shoe Corporation. He will be as- 
sisted by David Payne of General 
Shoe Corporation and Mr. Heald. 
The men’s branch of the industry 
has now had a full year’s experience 
utilizing this process, and an evalu- 
ation of the results to date will be 
presented and discussed. Topic 
areas include an analysis of costs, 
styling, advantages and disadvan- 
tages, quality features, consumer 
acceptance, and growth outlook for 
this type of footwear in the men’s 
field. 

Vulcanizing as a Bottoming Proc- 
ess will be discussed by a panel of 
shoe manufacturing executives al- 
ready using this process. There will 
be an appraisal of vulcanizing ma- 
chines plus the process itself in rela- 
tion to results aehieved. This ses- 
sion will be under the direction of 
Paul Crane of Roberts-Hart, Inc., 
assisted by George Kern of Endi- 
cott Johnson Corporation and Leslie 
R. Heideman of International Shoe 
Company. 


Stitching Room Transport or Con- 
veyor Systems will be discussed 
under the supervision of Mr. Heide- 
man, assisted by Mr. Mooney and 
Mr. Heald. They will evaluate re- 
sults being achieved with conveyor 
systems now in shoe factories, with 
a view to their potentials. A panel 
of shoe factory executives experi- 
enced in the use of these systems 
will discuss the relation of these sys- 
tems to productivity, labor costs. 
reduction of work in process, gen- 
eral cost savings and speed of work 
flow. Both domestic and foreign 
conveyor systems will be considered. 

Production Control session will 
be headed by Mr. Payne, assisted 
by Mr. Crane and Mr. Kern, with 
further assistance from an experi- 
enced panel of delegates. The new 
five-day production schedule, de- 
signed to hold process work down 
to an irreducible minimum via 
efficient application of equipment, 
production techniques and planning, 
will be spotlighted. 

New Machinery Developments 
will occupy an important position. 
This session, headed by Mr. Kern, 
will consist of a discussion of a 
variety of new domestic and foreign 
machines which are coming into in- 
creased usage here. Machinery ser- 
vice and maintenance will also re- 
ceive attention. 

Latest details on the Geometric 
Last, developed by United Shoe Ma- 
chinery Corporation, will be pre- 
sented at a special session. A film 
demonstrating the application of the 
geometrically graded last will be 
shown to indicate the degree of auto- 
mation possible through use of these 
lasts. Remarks will follow by Rob- 
ert Rhoades, representing the Last 
Manufacturers Association, and 
bearing upon the availability and 
cost of such lasts. 

A “Gimmick” session, a popular 
feature at last year’s conference, 
will be led by Mr. Heald. Here the 
delegates present and discuss solu- 
tions to many day-to-day factory 
problems via application of original 
devices, techniques and ideas being 
used in their own factories with 

(CONTINUED ON PAGE 82) 
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Create an Advertising Image, Brown Shoe Official Urges 


ST. LOUIS — “Flex your adver- 
tising muscles and dare to be differ- 
ent” was the advice given a group of 
St. Louis businessmen by Robert G. 
Stolz, director of advertising and 
sales promotion for Brown Shoe 
Company here. 

Speaking before a joint meeting 
of the Sales Executives Association 
and American Marketing Associa- 
tion, Mr. Stolz stressed the idea that 
every advertisement is part of a 
long-term investment. To protect 
this investment the advertiser 
should build up, use and reuse some 
definite image, he said. This image, 
which in the case of a shoe retailer 
could mean a store slogan, brand 
image, format image, or advertising 
flavor, can create a favorable feeling 
which is a priceless factor to the ad- 
vertiser. 

“Shoes are basically shoes,” Mr. 
Stolz pointed out. Advertisements 
for shoes need a brand image to give 
them personality and strength. Too 
often, he suggested, firms use the 
same copy and the same theme, with 
diluted results. 

“Break out of the straitjacket 
of shoe advertising and dare to be 





Production Swells for New 
Tennessee Manufacturer 


FRANKLIN, TENN. — Cumber- 
land Shoe Corporation has _in- 
creased its production fivefold since 
beginning operations May 1. Wil- 
liam Watkins, president, attributed 
the growth to “excellent accep- 
tance” of the firm’s products by re- 
tail and wholesale outlets through- 
out the Eastern U. S., Caribbean 
countries, Central America and the 
northern portion of South Amer- 
ica. 

The firm now employs 12 sales 
representatives to handle these 
areas and plans added distribution 
in the Midwest and Pacific Coast 
markets. One of Franklin’s major 
industries, Cumberland expects to 
increase its present production in 
the next few months. The company 
markets its men’s Goodyear welt 
shoes under the brand name “Park 
Avenue,” and also manufactures 
private brand names for large re- 
tailers throughout the country. 
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different,” the advertising 
executive. 

Slides were shown to the audience 
depicting all the casual shoe adver- 
tisements in a single issue of a con- 
sumer magazine. With manufactur- 
ers’ names deleted, ads displayed a 
low level of originality, Mr. Stolz 
asserted. With none of the ads 
“daring to be different,’ distinction 
was lost and image-impact dulled. 

Approximately 95 per cent of ad- 
vertising campaigns contain no di- 
rectional image, the Brown execu- 
tive charged. 

Representatives of member firms 
of the St. Louis Shoe Manufacturers 
Association attended the SEA-AM.\ 
meeting as guests. 


urged 


Sbicea Licenses Roberta 
As Canadian Manufacturer 


LOS ANGELES — Roberta Shoe 
Company of Toronto, Ont., has 
signed with Sbicca of California to 
beceme its licensed manufacturer in 
Canada. The Toronto firm will also 
handle Sbicca Italian imports. 

Arthur Sbicca of the El Monte, 
Calif., firm, said the Roberta Com- 
pany will be furnished all lasts, pat- 
terns and style and material informa- 
tion by Sbicca. 

Roberta Shoe Company will send 
some of its employees to California 
to study production at the El Monte 
plant. Mr. Sbicca said he believed 
the Canadian company will be in 
production for the spring season. 





50 Years with Brown Shoe 





Phil Perabo, center, sales representative 
in eastern Oklahoma, southern Texas and 
Tupelo, Miss., for Robin Hood division of 
Brown Shoe Company, St. Louis, receives 
solid gold wrist watch commemorating 
50th year of service. Louis J. Schaefer, 
vice-president, sales, makes presentation 
as Robin Hood Sales Manager Roblee 
McCarthy watches. 


Allied Show Forecast: 


Thin Heel Should Hold 
Its Position ‘into 1960’ 

NEW YORK—The shape and 
styling of new heels for fall, 1959, 
will “combine glamour and engineer- 
ing to give a dramatic new look and 
lift to footwear.” That’s the forecast 
from Sam Grob, chairman of the 
Heel Advisory Committee of the 
Allied Shoe Products Show. 

Mr. Grob, president of Leader 
Heel Company, said in his committee 
report, “The new heels are real eye- 
catchers and a vital part of the styl- 
ing of all footwear lines for next 
fall.” 

In the high dress types the thin- 
thin heel will continue to be a run- 
away leader, the report said—but 
thinner than ever before seen. Some 
of the extreme double- stiletto 
heels will narrow down to a toplift 
even smaller than the eraser tip of 
a pencil. This is made possible with 
the newer abrasion-resistant top- 
lifts now available. Style authorities 
and heel makers see the thin heel 
holding its forefront position at 
least well into 1960 to go with the 
popular needle-toe styling. 

The sleek, graceful look of the 
ultra-thin heels has won staying 
popularity with women, the report 
said, particularly since new heel en- 
gineering and materials (wood-alu- 
minum in the better grades, plastic 
in the moderate grades) have prac- 
tically eliminated the old heel-break- 
age problem. 

In the dress types, heels will tend 
to be a bit higher—from 22/8 to 
24/8, with the latter likely to be 
most popular. Next most popular 
range in dress types will be 18/8 
to 21/8. Lower dress heels falling 
into the 14/8 to 18/8 range will be 
more shaped, tending to emphasize 
the popular thin-dainty look. A num- 
ber of the lower heels have flare 
backs. 

Continental-type dress heels with 
square breast and some with square 
backs, are rapidly gathering interest 
—in direct ratio to interest in 
square toes. Continental heels will 
be seen more next fall than in manv 
seasons, though the trend here is 
still unsettled as with the square 
toe. 

In stacked or leather types, big- 
gest heel for fall ’59 is definitely the 

(CONTINUED ON PAGE 84) 
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Lifetime Heels Names U. S. 
And Foreign Representatives 


LAWRENCE, MASS. — Lifetime 
Heels, a division of Amalgamated 
Plastics Company of Lawrence, has 
appointed domestic and interna- 
tional sales representatives for its 
guaranteed-unbreakable dress heels 
for women’s footwear, according to 
Mitchell M. Segal, executive head 
of the company. 

Gabriel Century Wood Heel Com- 
pany, 882 Third Ave., Brooklyn, 
will represent Lifetime Heels in 
New York and Pennsylvania. On 
the West Coast, the company will 
be represented by Century Wood 
Heel Company, El Monte, Calif. 
Grant Williams, Clayton, Mo., is 
the representative for the Midwest. 

In Canada, the Bennett Company, 
Fort Chambly, Que., will be the 
representative. 

Excelotex Products Corporation, 
100 Gold St., New York City, will 
represent Lifetime Heels in the ex- 
port market to all countries except 
Germany and Switzerland. 

The Lifetime Heel is composed of 
a plastic heel block into which a 


fluted steel shaft and top-lift com- 
bination is inserted under pres- 
sure. The heel is claimed to out- 
last the life of the shoe. 


Madison Shoe Corp. Bought 


MAYSVILLE, KY.—The Madison 
Shoe Corporation of Madison, Ind., 
has been purchased by Louis E. 
Collins and Herbert Makell. The 
price was not disclosed. 

Mr. Collins has been an executive 
of Lucky Stride Shoes here since 
1947, while Mr. Makell operates a 
shoe store at Maysville. 

They said the factory will employ 
50 people and produce approxi- 
mately 1000 pairs of women’s shoes 
daily. 


B. F. Goodrich Moves Detroit 
Headquarters to Suburbs 
WATERTOWN, MASS.—The B. 
F. Goodrich Footwear and Flooring 
Company announces that its Detroit 
sales and warehouse headquarters 
have been moved from 131 Temple 
Ave., in Detroit, to 16500 Oakwood 
Blvd., Allen Park, Mich. The new 
headquarters provides more space, 
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IDEAL FOR 
Cancellation Stores 
Drive Ins 
Bargain Basements 


79-81 READE STREET 


Coble Address ALBARISHOE + Phone 





One of America’s Finest Resources for 


* CANCELLATIONS 


Branded Shoes- first quality | 
from outstanding makers. | 


NEW YORK 7 N Y | 
WOrth 





| 








2-5180 





For the new, the different, the 
exciting, the promotable, in 
Sandals, Casuals, 


improved warehouse and shipping 
facilities and ample private parking 
space. It is a 15-minute trip via 
the Expressway from downtown 
Detroit. 


Ripple Sole Improvements 
Covered in Belgian Patent 


DETROIT—Belgium has granted 
a 20-year patent to the Ripple Sole 
Corporation covering basic improve- 
ments in the product. Several varia- 
tions on the Ripple Sole principle, 
including an arced sole, a herring- 
bone design and staggered ribs, are 
included. A U. S. patent covering 
similar improvements was granted 
last May. 

The company has granted to the 
Ajax Rubber Company of Belgium, 
exclusive rights to make Ripple Soles 
in that country for distribution there 
and in Holland and Luxembourg. 
According to Leonard Hack, presi- 
dent of Ripple Sole Corporation, 
there are now eight such licensees. 
On a European trip last year, Morton 
Hack, vice-president, initiated the 
negotiations which led to granting 
of the license. 











The Hollywood Scuff Sensation 
That's Sweeping the Country! 








Scuffs, look 


50 M Men's Scuff 
Tan, Black, Wine 
Full Sizes 6-12 


50 L Ladies’ Scuff 
Tan, Black, Red 
Full Sizes 4-9 


LION SANDALS inc. 


400 EAST 111th STREET, NEW YORK 29, N. Y. 
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EARL H. CORNELIUS 
Nomed by Desco 


HARRY THOMAN 
Joins Godman 


Appointed... 


Earl H. Cornelius, as Northwest 
sales representative for the Desco 
Shoe Corporation, New York, and 
its subsidiary, Rex Shoe Company, 
Inc. A native of Portland, Ore., he 
has been in the shoe business 20 
years, including 10 in an executive 
capacity. 

Dan Honig, Sr., as sales repre- 
sentative for H. C. Godman Com- 
pany, Columbus, O., covering the 
Midwest for the Cushion-Step divi- 
sion. He was with the Air Step 
division of Brown Shoe Company 
for over 10 years. 

Harry Thoman, as Western rep- 
resentative for the H. C. Godman 
Company. He replaces Phil Ben- 
nett, who formerly covered this ter- 
ritory. 

Nic Manacheo, as sales represen- 
tative for Step Master Shoes, Inc., 
of Greenup, Ill., in Iowa and Ne- 
braska. He will make his headquar- 
ters in Oelwein, Ia. 

Edward Linthicum, as represen- 
tative for the Plymouth Shoe Com- 
Inc., of Middleboro, Mass., 
covering western Ohio, Indiana, 
Kentucky and West Virginia. He 
formerly covered a similar terri- 


pany, 


BEATRICE STETSKY 
With Dow Corning 


L. H. KELLEY, JR. 
Plant Superintendent 
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NIC MANACHEO 
With Step Master 


ABE SOBEL 
Back to Hudson 


tory for the Virginia Shoe Com- 
pany. 

Guy Blome, as sales representa- 
tive for Kickerinos division of the 
Hampton Corporation, of Milwau- 
kee, with his headquarters in Dal- 
las. His territory includes Okla- 
homa, Texas, New Mexico, Arizona, 
Arkansas and Colorado. 

G. R. (Jerry) Baumgartner, as 
Southwestern sales representative 
for the Virginia Shoe Company, 
Fredericksburg, Va. His home is in 
Dallas. For many years he was 
sales manager of the Ideal Shoe 
Manufacturing Company, division 
of Mid-States Shoe Company, Mil- 
waukee. 

William Duga, as West Coast 
representative for the Atkinson 
Shoe Corporation, Boston, with his 
headquarters in Los Angeles. Mark 
Gallagher will travel the Midwest 
with Chicago as his base. 

Abe Sobel, to an executive post 
with Hudson Rubber Company, Inc., 
New York City footwear distribu- 
tors. He will direct the sale of La 
Crosse rubber footwear in New Jer- 
sey and Pennsylvania and act as 
assistant to the president. Before 
going with Dunham Brothers, he 
spent several years as Hudson’s 
New Jersey representative. 


GEO. L. McKINLEY 
Replaces Shimer 


LEE A. SHIMER 
Retires at Auburn 


Logan H. Kelley, Jr., as superin- 
tendent of International Shoe Com- 
pany’s Eldon, Mo., plant. He re- 
places Nathaniel Smith, who has 
been transferred to the auditing de- 
partment in the St. Louis home of- 
fice. Since 1953 Mr. Kelley has 
acted as quality supervisor for the 
men’s general division. 

Milton Wollman, as a member of 
the real estate department of Miles 
Shoes, division of Melville Shoe 
Corporation, New York. 

Daryo Motola, as president of the 
new Utrilon Sales Organization for 
Canada, which will distribute one- 
piece molded plastic footwear in 
that country. Ernest Bolan has 
been named president of the Utrilon 
Sales Organization for Central 
America. 

George W. Francis, as manager 
of the Dover, N. H., plant of the 
Spaulding Fibre Company, makers 
of shoe innersoles and other prod- 
ucts. Albert R. Whitehouse be- 
comes assistant manager. 

Beatrice Stetsky, as a member 
of the sales promotion staff of 
Dow Corning Corporation, Midland, 
Mich., producers of silicone finishes 
for leather. With her headquarters 
in New York City, she will concen- 
trate her activities in the women’s 
apparel field. 

Robert E. Rehm, as manager of 
The General Tire & Rubber Com- 
pany’s Respro division plastics 
plant at Cranston, R. I. 

Sol Hurwit, as a member of the 
sales staff of the Paule Chemical 
Corporation, Charlestown, Mass. He 
will cover California with the com- 
pany’s line of shoe factory supplies. 

John E. Brigante, as manager 
of production control and inven- 
tory, and Burnell Roberts, as con- 
troller, in The General Tire & Rubk- 
ber Company’s plastics division, 
Akron, O. 


Promoted... 


John J. McQuillan, to sales man- 
ager of the Atkinson Shoe Corpora- 
tion, Boston. He formerly was the 
company’s special sales representa- 
tive in the Midwest. 

John F. Doran and Joseph B. 
Funk, to vice-presidents of Textile 
Banking Company, New York. 

Anthony Donna, to representa- 
tive of the Allied Kid Company’s 
New Castle division in St. Louis. 
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He succeeds the late Chris Hen- 
dricks, whom he formerly assisted. 


Ketiring... 


Lee A. Shimer, after 29 years 
with Auburn Rubber. Company, Inc., 
Auburn, Ind. He was sales man- 
ager of the Shoe Factory division 
since 1939. George L. McKinley, 
with the firm since 1935, has been 
named to take over Mr. Shimer’s 
duties. 


Resigned... 


Marvin Davis, as advertising di- 
rector for I. Miller Company, New 
York. Mr. Davis, who was respon- 
sible for both the retail and whole- 
sale divisions of I. Miller, will be- 
come advertising director of Rev- 
lon Company. Robert Fabian, who 
has been art director of the two 
divisions, now will devote full time 
to I. Miller retail salons as art and 
ad director. Meanwhile, William 
DeBar becomes advertising direc- 
tor of the I. Miller manufacturing 
firm, assisting Sales Promotion Di- 
rector Milton Marcus. 


Trostel & Sons Honors 459 
Employees in Centennial Fete 


MILWAUKEE—Albert Trostel & 
Sons Company, Milwaukee tanning 
firm, recently honored 459 employees 
as one of the final events in its year- 
long centennial observance. The em- 
ployees, all with five or more years 
of service, were guests of the com- 
pany at a service recognition dinner. 

Pins were awarded in four cate- 
gories, with 322 workers receiving 
five-year pins, 124 receiving 15-year 
pins, 11 getting 25-year pins and 
two men receiving diamond 50-year 
pins. The latter two, Edward A. 
Doege and Walter H. Braun, each 
of whom has half a century of ser- 
vice at Trostel, also were given spe- 
cial gifts. 


Addresses Leather Society 

BOSTON—Emery I. Huvos, vice- 
president in charge of raw material 
procurement for the Irving Tan- 
ning Company of Boston, was the 
featured speaker at a recent dinner 
meeting of the Lowell Technological 
Institute Leather Engineering So- 
ciety. He discussed “The Tannery As- 
pects of Hide Buying.” 
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ORTHOPEDIC FOOTWEAR 








CORRECTIVE 
FOOTWEAR 


Recommended by lead- 
ing Doctors for Men, 
Established 1869 Women and Children. 


STOVER & BEAN CO. 232, 5r**ei.3¢: 


Lowell, Mass. 














TARSO SUPINATOR SHOES® 


—for weak or flat feet— 
. prescribed by doctors 

as the modern corrective 

shoe for children. 

Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 South Broadway e Yonkers, N. Y. 








Canada’s Seaforth Expands 


TORONTO, ONT.—Seaforth Shoe 
Company of Seaforth, Ont., will com- 
plete a new plant and offices by the 
end of the year. The new facilities 
more than double production capacity 
of the old plant to 22,000 square feet. 


Military Contract Awards 


PHILADELPHIA—The Military 
Clothing and Textile Supply Agency 
has announced awarding of the fol- 
lowing contracts: 

QM 36-243-59-NEG-211, Labor Sur- 
plus Area Set-Aside portion of IFB 
59-178, men’s black service shoes—In- 
ternational Shoe Company, St. Louis, 
135,020 pr. @ $5.20-5.28, $705,904.32; 
Belleville Shoe Manufacturing Com- 
pany, Belleville, I1]., 40,000 pr. @ $5.24, 
$209,600. Awards made by competitive 
negotiation after proposals were re- 
quested from 11 firms. Proposals re- 
ceived until November 6. 

QM 36-243-59-NEG-231, Labor Sur- 
plus Area Set-Aside portion of IFB 
59-203, men’s black oxford dress shoes 
—International Shoe Company, St. 
Louis, 29,160 pr. @ $4.57045, $133,- 
274.32. Proposals received until No- 
vember 7. 

QM 36-243-59-NEG-235, Labor Sur- 
plus Area Set-Aside portion of IFB 
59-225, black, high-top safety shoes 
with non-marking soles and heels— 
John Addison Footwear, Inc., Marl- 
boro, Mass., 12,228 pr. @ $6.68331-6.80, 
$82,179.95352. Proposals received until 
November 10. 

QM _ _36-243-59-320, men’s russet 
leather combat boots with rubber sole 
and heel, class 1—John Addison Foot- 
wear, Inc., Marlboro, Mass., 1000 pr. @ 
$5.88. $5,880; H. H. Brown Shoe Com- 


Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


4 A a | S THE NATION'S FINEST 


CANCELLATION SHOES 
79-81 READE ST., N.Y.7 + WO 2-5180 





For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


Fine Feitmene 
MOSINGER -COHN 


1235 Washington, St Louis 3, Mo 








MERCHANTS’ NEEDS 


FOOTSAVING 
EDUCATION 


Ads of compelling interest 
Proven effective nationally 


Write for sample 


McKEE ADVERTISING 
2701 Broadway, Lorain, Ohio 























BOX HANDLERS 


LONG ARM* 
The efficient box hondier 
QUICKER, EASIER, SAFER 





Does your 


HEART 
THUMP 


| when you climb ladders? 
Better let me send you 
some Long Arms to 
reach the high shelves 
With handles ‘ 
$3.50; 
| with 72" handles $4.50 postpaid in USA. . Agile 
handle length desired and if for men's or 
women's boxes. Satisfaction guaranteed. Your 
jobber or 


“tends Mort 





CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 


pany, Worcester, Mass., 150,000 pr. @ 
$6.12, $918,000; General Shoe Corpora- 
tion, Nashville, Tenn., 18,236 pr. @ 
$6.16, $112,333.76; Sportwelt Shoe 
Company, Inc., Nashua, N. H., 47,172 
pr. @ $6.14, $289,636.08. Bids opened 
November 17. 








Factory Conference 
Program Takes Shape 


(CONTINUED FROM PAGE 77) 
Success. 

Chairman Heald said, “The topic 
breadth of our men’s sessions con- 
tinues to expand, embracing an 
ever-enlarging scope of current and 
future interests in the making of 
men’s shoes. We’re at the same time 
aiming to get more penetrating de- 
tail to obtain a thorough depth pic- 
ture of all these new developments 
based on factual results as presented 
by experienced specialists and 
panels.” 


Children’s Sessions 

The first meeting of this group 
will take place Saturday, January 
31, with a good share of the pro- 
gram devoted to a discussion on 
lasts. Quality control and variations 
in sizes will be emphasized. Several 
experts from the last industry will 
assist. 

A special session on the vulcaniz- 
ing process for children’s shoes is 
expected to hold major _ interest. 
Heading the discussion will be a 


ebet-Bl-t-hnel=) a— 


Irving Tanning Company 
134-140 Beach Street, Boston 11, Mass. 


team of shoe factory executives who 
are already using this process in 
their plants. 

Another key topic will consist of 
examination of a number of fitting 
room conveyors on exhibit at the 
conference. This will be followed by 
an evaluation of the various 
tems by the delegates in the closed 
sessions, 

In addition there will be forums 
on many day-to-day shoemaking 
problems experienced in the fac- 
tories. Ideas on solutions will be 
exchanged. 


sys- 


These discussions will be divided 
into three distinct sections, dealing 
specifically with children’s cement, 
welt and stitchdown shoes. 

Chairman Greeley said “this 
year’s sessions are aimed at depth 
as well as breadth in the selection 
of topic areas. We're aiming to 
probe some of the future, as well as 
dealing with the practical daily shoe- 
making problems.” 

The committee for the children’s 
sessions includes these members in 
addition to Mr. Greeley: 

Chairman of the welt shoe group 
is Martin Landay, Green Shoe Man- 


ufacturing Company. Co-chairmen 
are Eugene Hess of Hubler Shoes, 
Inc., and R. E. Higgins, Brown Shoe 
Company. 

For the cement shoe group, chair- 
man is K. G. Taylor, General Shoe 
Corporation, assisted by Angelo Sa- 
riego of Northern Shoe Company 
and James Forma of Lawrence Maid 
Footwear Corporation. 

Heading the stitchdown group is 
Manley Tuttle, Endicott Johnson 
Corporation. Co-chairmen are Her- 
bert Davis, Gotham Shoe Manufac- 
turing Company, and B. R. Gillilam, 
International Shoe Company. 


O’Sullivan Appoints Metro 
WINCHESTER, VA.—O’Sullivan 
Rubber Corporation has announced 
appointment of Metro Leather Com- 
pany, 33 Spruce St., New York City, 
as sales representative for O’Sulli- 
van’s Shoe Factory division. Harry 
Dieckman, sales manager of the di- 
vision, said Metro will sell O’Sulli- 
van heels, soles and slabs to the 
metropolitan New York, New Jersey 
and Connecticut area. Selling 
for Metro will be Arnold Warshaw. 





in stormy weather footwear... 


the value line 
is the PEEK-A-BOOT line 


PEEK-A-BOOT, INC. 


Warehouses: 136 Tichenor Street, Newark, N. J. 
2400 So. Ashland Avenue, Chicago, Illinois 
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To All Shoe Travelers 


The Recorper has recently inaugurated a new feature, 
“Salesmen on the Road.” It is a page devoted solely to 
news about shoe travelers. This includes births, weddings, 
important anniversaries, election to offices in other organiza- 
tions, civic activities, honors and recognition in your home- 


We will also include changes of lines and representation. 
This is your page, so we will depend on you to keep a steady 
flow of news coming to us. Please send all news items to: 


MRS. BERNICE S, DECKER 
SALESMEN ON THE ROAD DEPT. 
BOOT AND SHOE RECORDER 
228 GREENWOOD BLVD. 
EVANSTON, ILLINOIS 
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Sobel, Bernstein & Greene 
Buys Assets of Baronet Shoe 


LOS ANGELES — Sobel, Bern- 
stein & Greene Company, local 
women’s shoe manufacturer, an- 
nounced purchase from the Tanners’ 
Council of all the lasts, patterns, 
dies and machinery of the Baronet 
Shoe Company. The Baronet firm 
was licensed to manufacture Don 
Loper footwear. 

Sobel, Bernstein & Greene plans 
to duplicate the shoes that were 
made by Baronet to retail from 
$24.95 to $28.95, but prices will be 
dropped to the $16.95 and $18.95 
category. These shoes will be trade- 
named A’mano. 

Mike Boehm, secretary of Baro- 
net Shoe Company, and his key 
workers are being retained by So- 
bel, Bernstein & Greene. Mr. Boehm 
will be in complete charge of qual- 
ity for the entire operation. 

Sobel, Bernstein & Greene has 
purchased additional manufactur- 
ing space and Harry Sobel, head of 
the company, said he believed pro- 
duction will be increased to approxi- 
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since 1830 makers of furniture for public use 
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mately 1500 pairs of shoes per day. 

A spokesman for Don Loper, Inc., 
said negotiations were underway to 
produce a new line of Don Loper 
brand shoes. The name of the shoe 
company that will manufacture the 
new line will be announced later. 


October Output 4% Ahead 


WASHINGTON, D. C.—A revised 
estimate by the Census Bureau has 
placed October footwear production 
at 53.3 million pairs, an increase of 
4 per cent above the 51.4 million 
pairs manufactured in October, 
1957. It was 6 per cent above the 
50.1 million pairs of September, 
1958. 

Meanwhile, in New York, the Na- 
tional Shoe Manufacturers Associa- 
tion released a preliminary esti- 
mate of November output: 53.5 mil- 
lion pairs, or 21.3 per cent more 
than last November’s 44.1 million. 
According to NSMA estimates, pro- 
duction in the first 11 months of 
this year will total 542.4 million 
pairs. In the corresponding period 
of 1957, the figure was 553.4 mil- 
lion pairs. 


be 
. 
Z 
° 
z 
. 


International Shoe Distributes 
Instructional Kits to Schools 


ST. LOUIS—The parts of a shoe 
and how they are put together have 
been explained to 300,000 elementary 
school children by means of an edu- 
cational kit. International Shoe Com- 
pany has distributed 10,000 of these 
package units free to teachers across 
the country. Each package provided 
instructional material for the 30 
youngsters in an average school 
room. 

Each child received a shoe pattern 
printed on heavy paper, with the 
shoe laid out, ready to be cut and 
pasted according to the complete 
instructions enclosed. Each child 
also received a foot - measuring 
folder. Designed as a_ take-home 
item, this folder included a foot mea- 
surement chart, facts on foot care 
and shoe care, and tips on shoe 
polishing. 

One large wall chart, suitable for 
school room posting, was included 
with each 30 youngsters’ instruc- 
tional material. The wall chart 
showed photo-by-photo steps in the 
manufacture of footwear. 
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THONET INDUSTRIES, INC. 

Dept. L, One Park Avenue, New York 16, N. Y. 
SHOWROOMS: NEW YORK, CHICAGO, DETROIT, 


LOS ANGELES, SAN FRANCISCO, DALLAS, MIAMI, 
STATESVILLE, N.C. 





Thin Heels Expected 


To Remain in Favor 


(CONTINUED FROM PAGE 78) 
Queen Anne (also known by such 
names as the Squash and Pompa- 
dour). This heel, slim and graceful 
and shaped like a little Louis, is 
destined for a tremendous season in 
dress, casual, sport and walking 
shoes. Its broad range is 5/8 to 
10/8, with chief interest in the 6/8 
to 7/8 heights. 

Another leading stacked heel will 
be the Keg, with principal demand 
in the 7/8 to 10/8 range. This trim, 
barrel-round heel, the committee 
noted, slenders down smartly toward 
the toplift, and is going into both 
high-grade and volume shoes. It 
will be seen up to 14/8. 

For fall there is strong interest 
in higher types of stacked heels, 
14/8 and up. These, while somewhat 
thinner than regular spectator 
types, will not have the extreme 
pencil-thin look. The earlier prob- 


lem of “checking” in the higher 
stacked heels has now been elim- 
inated. 


leather heel is 
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The corrugated 


believed headed for a big fall season, 
particularly in teenage dress flats. 
Its most popular heights will be 3/8 
to 5/8. 

Even the flatties in built-up types 
are rising a bit in height, due to the 
shorter skirts. In this classifica- 
tion the oval heels—but available in 
more variations—will be the style 
front-runners. A trend toward more 
shaping will be seen in oval heels 
for fall. 

Wedge heels appear destined for 
a big fall season, with styling of 
these heels adapted smartly to the 
thin-light look in shoes. In the 17/8- 
and-up range, wedges will have a 
sculptured appearance—its design 
narrow, with a minimum of wood 
to align with the “thin” trend. In 
the 12/8 or medium range, the best- 
selling wedge for fall will be a fid- 
dle shank and deep concave curves 
on each side—again highlighting the 
popular thin look. 

In casuals and _ low-silhouetted 
shoes, the Italian influence has 
created a new “sled” wedge with 
rounded front. This, along with the 
egg heel, will get top billing in 
wedge flats for fall. 


Design Treatments, Lightweight Look Due in Fall Solings 


NEW YORK—Design treatments 
and the lightweight look will be the 
leading features of nuclear-type shoe 
soling in fall, 1959, footwear, ac- 
cording to the Soling Advisory Com- 
mittee of the Allied Shoe Products 
Show. 

An advance style report was is- 
sued by the committee, which is 
headed by Louis E. Rohrbaugh, sales 
manager for shoe products at B. F. 
Goodrich Company. 

The nation’s leading makers of 
nuclear-type soles forecast a strong 
trend toward lighter weight (lighter 
gravity) soling. This will apply par- 
ticularly to women’s and girls’ shoes. 
It will also apply to men’s styles ex- 
pressing the Continental influence 
(lightweight, flexible, light-looking 
shoes with close-edged soles of fewer 
irons). These solings will contribute 
appreciably to the soft-light-flexible 
look so dominant in many shoes. 

This same soling trend is expected 
to move deeper into the juvenile field, 
particularly where fashion is receiv- 
ing strong emphasis, such as in little 
girls’ footwear. 

In young men’s shoes, however, 
and especially for Ivy League styl- 
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ing, soles will tend to move toward 
heavier irons—though not as thick 
and heavy as those of several years 
ago. Young men and boys in the 
15-25 age group are expected to be 
the important market for the new 
American Look—a compromise be- 
tween the Continental styling and 
the earlier “heavy brogue” styling. 
Soles on these shoes will be some- 
what heavier, with a modified exten- 
sion edge, conforming to the popular 
Ivy League look in footwear. 
Design treatments, which in 1958 
assumed a forefront position in sol- 
ing, will continue as a primary sty]- 
ing feature in many shoes for fall 
59, according to the committee re- 
port. While design treatments have 
established themselves strongly in 
the men’s field, they are now making 
strong headway in many women’s 
and children’s shoes, particularly in 
casuals, play and semi-dress types, 
as well as in sport and basic shoes. 
Though color will be important in 
1959 solings, the committee pre- 
dicted, it will not be in such prom- 
inence as in past years. The large 
majority of solings for fall will be 
bought in standard colors—though 








| WANTED TO PURCHASE 





CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


68 READE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 





TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA §-9927 














M. STOFF and CO. 
CASH FOR SHOES 


|| Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 

















MERCHANTS' NEEDS 











—here's how to get 
More Business! 


HE Vincent Edwards Idea Clipping 
T service has over 2000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
Organization 
342 Madison Ave., New York City 
Please tell] me more about your news- 


paper ad clipping service and special short 
term trial offer. 


City 


Name 
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the new lightweight soles respond 
superbly to color effects. 

At the Allied Show, February 14- 
17 in the New York Trade Show 
Building, “more stimulating versions 
of solings than ever before’ will be 
displayed, Mr. Rohrbaugh said. 
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Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND 
OVERJOYED you surely will feel like kiss- 
ing him. 

PLEASE DON'T 


CASH 


TOP_ PRICES 


a SURPLUS SHOES 
CANCELLATIONS 


COMPLETE STORES 


Write or wire for fast ac- 
tion quality men’s, 
women’s and children’s shoes. 











CAUSE AUNT JENNIE IS JEALOUS 


UNCLE Louis Camitta & Son 
91 Reade St., N. Y. C. WOrth 2-5063 











1235 Washington, St. Louis 3, Mo 





J: ne » FOR OVER 43 YEARS 


MOSINGER -COHN 








CANCELLATIONS 
Nationally Known Brands for Men, 
Women and Children. Low Prices! 

Quality Shoes Since ‘32. 
While in Town See Weil. 


M. K. WEIL SHOE CO. 


1136 Washington Saint Louis 











WE PAY MORE /.,,. WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 




















B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS C 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S 
YOUR NAME PROTECTED #f 


Phone or wire 
collect 





B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 

















BARIS BUYS for CASH 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 


Also complete stores considered 
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THE NATION'S FINEST 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. © New York 7, N.Y. © Tel: WOrth 2-5180 
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TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Union City, N. J. 
Phone or Wire Collect 


UNion 3-6413 








e closeouts 

e surplus 

e discentinued 
lines 


e complete stores 


BROITMAN- 
GAFFIN SHOES 


ine, © BE 3-7290 
146 DUANE $1., &. ¥.C 














" COMPLETE STORES ! 
MW ANTE D: 


Confidential negotiations by 
rated . . . experienced retailers 


ARRONSON BROS. & BAYROFF 


i 100 Chambers St., N.Y.C. RE 2-4170-4171 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. 





Phila. 6. Pa. 
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Classified and Want Ads 








SALESMEN WANTED 


PARTNER WANTED 


SIDELINE SALESMAN WTD. 








OPPORTUNITY ! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% com + plus bonus. Write: 


NEIL CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 


. 











FLORIDA and GEORGIA SALESMAN WANTED 


Due to retirement of our present representative we 
heed an experienced shoeman to take over this valu- 
able territery, which is long-established. with excel- 

lent following. Complete Line of Men's, Boys’ and 

Children's Popular-Priced Footwear. Wonderful 
Opportunity for right man. 


SAMUEL BRILLIANT COMPANY 


8 Lincoln Street, Boston, Mass. 








SALESMEN 


Monufacturer's distributor of a most out- 
standing line of ladies’ and children's shoes 
(dress, sports, casuals, flats, arches, etc.) 
seeks services of men with proven records 
and established following. Proper financial 
arrangements made with exclusive representa- 
tion or will accept straight commission sales- 
men. Following territories available: 
Western Pennsylvania and Ohio 
Indiana and Illinois (exc. Chicago) 
New York State (exc. New York City) 
Florida 
St. Louis and immediate vicinity 
Tennessee and Mississippi 
Replies must contain full particulars and 
will be treated confidentially. 


IDEAL SHOE COMPANY 
316 N. 3rd Street, Philadelphia 6, Pa. 











ACTIVE PARTNER 
WANTED 


Experienced Retail Shoeman (30- 
35), desirous securing his future 
with top rated, ethical California 
organization whose franchised 
Lines and reputation assures lim- 
itless possibilities. This offers a 
perfect setting for an ambitious 
man who wishes to realize the 
most out of his potential. First 


years earnings about $10,000. 
Modest investment required. 
Write detailed background in 
first letter. 


Reply to Box 353, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 














POSITION WANTED 


BETTER AND ME 





MANAGER, BUYER; 
DIU M GRADE SHOES. Complete Orthopedic 
vackground; stock control. Can train help all 
a Management, Merchandising. Age 37. 
Seeks permanent affiliation with progressive 
organization Presently employed. Will relo- 
cate. Resume upon request. Can arrange inter- 
view. Minimum starting salary $7,500. Reply 
to Box 352, Boor anp SHOE ReEcorDER, Chest- 
nut & 56th Sts., Philadelphia 39, Penna. 





Experienced salesman full time or 
side line, for national distributor of 
men's popular price footwear. Enclose 
references, resume, and photograph. 
Several territories available. 


BRILLIANT BROTHERS CO. 


190 Lincoln Street Boston 11, Massachusetts 











SMART LEATHER BOWS, SHOE ORNA- 
MENTS and FOOT SOX. Pocket size samples. 
Manufacturer offers highest commission. Reply 
to Box 556, Boor aNp SHOE Recorper, Chest 
nut & 56th Streets, Philadelphia 39, Penna. 





SIDELINE SALESMEN, WITH_ FOL 
LOWING, WANTED for Line of Billfolds 
and Men’s Belts, selling to Retail Stores. 10% 
Commission. Please send references and de- 
tails. SILON PRODUCTS CO. INC., 406 
Elm Street, Cincinnati 2, Ohio. 





HELP WANTED 


MANAGER RUBBER FOOT- 
WEAR. Unusual opportunity with established 
and growing company for right man. Perfect 
for present Sales Manager who is stymied or 
Assistant Sales Manager who wants to get 
ahead. Must be familiar with rubber footwear 
industry . . experienced in calling on (and 
selling) volume accounts and chains. This man 
will have a challenge—to build and manage a 
national sales organization. His earnings will 
be in keeping with this responsibility. The 
future is unlimited. Write in detail giving com- 
plete background. Replies confidential. Our 
sales personnel know of this ad. Reply to Box 
347, Boor aNp SHoe Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 





SALES 





WANTED TO PURCHASE 


WILL BUY ANY PART OF YOUR SHOE 
STOCK; Men’s, Women’s, Children’s. OSCAR 
TRAISTER SHOE, 207 Essex Street, Boston, 


Mass. 
FOR SALE 


FAMILY SHOES; Annual Volume $25,000. 
Monthly rent $100. Established 38 years. Price 
$11,500. Terms. Owner retiring. HERBERT 
SALOW, 485 Passaic Avenue, Lodi, New 











Jersey 





WANTED: RETAIL SHOE SALESMAN; 
Family Shoe Store. HERZBERG’S, P. O. 
Box 142, Kissimmee, Florida. 





FOR LEASE 


FOR LEASE: OUR SHOE DEPART 
MENT for the selling of Women’s and Chil 
dren’s Shoes. Department available January 
or February 1. Our store has most prominent 
location in Fergus Falls. NORBY DEPART 
MENT STORE, Corner Lincoln & Mill, 
Fergus Falls, Minnesota. 








CLASSIFIED 
ADVERTISING RATES 
UNDISPLAYED 
20¢ a word 


Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 


Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 

Classified Advertising 

is payable in advance 








ORDER 


Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


BOOT AND SHOE RECORDER 


BLANK 




















cs Cae a ee tae GAd wens Paes Ree Re 
SU Sid FAS deg ok ee aes 


Please check if box No. is Wanted [7] 


Enclosed is Check 0 
Money Order 1 
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Time for 
Your Heel Seat 
Laster’s 
1,000 Mile 
Check-up? 





You know your car runs better 
and lasts longer when you have it 
greased and the oil changed once 
a month. Yet you rarely spend 
more than two hours a day on 
the road. 





























Your shoe machinery runs for 
about six hours a day — three 
times longer than your car. Do 
you give it as much care as you 
give your car? 



































SE RVICE 
PARTS 


Your United serviceman has the training 
. . . plus the experience needed to keep your 
machines at peak production. Let the United man 
give your shoe machinery the same care 
that you give your car. 


= SHOE MACHINERY 
Boston, Massachusetts 
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so good to look at 
for the reflective independent dealer 


Pert, pretty party shoes are just one bright reflection of the 
CHILD LIFE line. The man who thinks for himself also sees, in 
this picture, a golden business opportunity. A CHILD LIFE fran- 
chise - yours alone in your community — protects your good will 
in depth, and earns a dynamic return for progressive merchan- 
disers. Hundreds of dealers everywhere know this to be true. 


We'd be glad to discuss the matter with you — provided there 
is no CHILD LIFE dealer in your trading area. Please call or write. 


HERBST Shoe Manufacturing Co., Milwaukee 45, Wis. 


New York Office — 557 Marbridge Building, New York 17, N.Y. 





eZ 7% ian 
WISHES... 








TRIDE NITE 
SHOE 
GREEN SHOE MFG. CO., BOSTON, MASS. 


